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Abstract 
 
 
The main purpose of this study is to investigate consumer attitudes regarding celebrity endorsement 
in different types of media in Egypt, and presents guidance to advertising specialists and creators to 
enhance the value of celebrity-based advertising. The study was based on an empirical research 
approach, which used a convenience sample of 355 respondents, drawn from different age groups, 
educational level, income level and residential areas. 
 
The data was analyzed by a variety of statistical techniques, such as Descriptive analysis, Frequency 
analysis, t-Test, and ANOVA. The main findings revealed that Egyptians respondents were in 
general interested in celebrity endorsement advertisements, as the majority of them admitted its 
attractiveness; however, they did not find it enough convincing in terms of purchasing behavior. 
The study recommended reconsidering the use and choice of celebrities in advertising within the 
context of the Egyptian culture. The study also recommends further research to investigate this 
issue in more depth in Egypt. The study suggested some other recommendations in light of the 
findings. 
  
 
 
 
Chapter 1 
INTRODUCTION 
Nowadays, the majority of business firms depend on advertising to publicize their products to the 
target markets. In reality, the central target of advertising strategies is the persuasion of consumers, 
who are becoming more and more selective, educated and sophisticated. Furthermore, competition 
among companies is also becoming more very strong. This is because good products alone are not 
sufficient to vie in markets of high standards (Kumar and Reinartz, 2006). Evidently, this ever-
changing situation of competition in the markets, in addition to the changes that took place in 
consumer lifestyle, tastes and preferences are motivating marketers to concentrate on more 
influential ways of promoting their products.  Today, media driven markets, innovative and 
effective advertising can present not only products, but also appealing lifestyles and inspiration that 
are greatly valued by consumers (Alsmadi, 2005). Therefore, advertising agencies use a variety of 
advertising technique to influence consumers' brand choice behavior.  
 
There are a variety of communication strategies which permit the advertisers to reach their target 
hoping that they can persuade the consumers, brand-related behavior, attitude and above all 
purchasing intent.  The aim of the advertiser should be to improve the consumers‟ MOA aspects.  
These aspects are motivation, opportunity and ability to pay attention and process the advertised 
brands.  One of the most vital techniques which can motivate consumers to attend to ads and 
process it is by using celebrity endorsers.   
 
Usually advertised brands receive endorsements from a range of well known public figures.  Shimp 
(2010) mentioned that worldwide one sixth of advertisements use celebrities‟ endorsers.   In 
advertising industry, it became prevalent and common choice to use celebrities‟ endorsement 
 
 
(Shimp, 2010).  Celebrities such as well-known public figures, television stars, movie actors, and 
famous athletes are commonly used in television ads to persuade and affect consumers' brand 
choice behavior (Shimp, 2003). The idea is that advertisers are trying to create a relation between 
their advertised brands and a pleasant image or lifestyle of a celebrity (Suegker, 2003). Researchers 
proved that consumers feel more comfortable, and extremely ready to get a brand, especially when 
celebrities appear in an ad showing that they are using it to give that desired image (Internet World, 
2001).   
 
Advertisers are always keen to use celebrities‟ endorsement in their ads and pay huge amount of 
money as they know the positive impact and influence of celebrities on consumers‟ attitude and 
product choice behavior (Shimp, 2010).  Researches proved that consumers usually remember 
celebrity advertisements as they improve their product recall (Bowman, 2002).  Accordingly, in 
USA, top celebrities, for example, golfer Tiger Woods earns about $ 100 million for endorsement 
with various companies (Shimp, 2010).  Shimp (2010) also mentioned that stock prices escalate 
when companies declare contracts with celebrities‟ endorsement and drop when negative exposure 
reaches the media about celebrities endorsing a company‟s brands. 
 
There is a daily access of hundreds of television stars, movies, sport athletes and other well known 
celebrities through the five major mass advertising media: television, radio, magazines, newspapers 
and internet.  This made celebrity advertising an appealing choice by advertising makers. In these 
five media, advertising constitute about $190 billion, with the television dominating the highest 
amount of money reaching about 42 percent of these expenditures and radio with the least amount 
reaching about 11 percent.   
 
 
 
 
 
1.1 Statement of the research problem:  
Because of the difficulty of consumer purchasing behavior, and its unpredictability among different 
cultures, it is practically difficult to detect advertising method that can be generally effective. Yet, it 
is obvious that the depiction of celebrities in media advertising is considerably increasing and 
becoming one of the most important if not prominent strategies in advertising in most business 
companies around the world. In Egypt, in particular, marketers long ago started to embrace this 
worldwide trend.. But, it is not clear how Egyptian consumers will react to such kind of advertising.  
 
Specifically, that there is no proof to suggest that it may affects their brand choice behavior. 
Actually, this is the main concern of this research, which explores the effectiveness of celebrity 
endorsement in media advertising and consumer attitudes towards it in Egypt, focusing on the 
following dimensions: 
 
1) Attractiveness of advertisements using celebrities‟ endorsement 
2) The effect of celebrities‟ endorsement on consumers' brand choice behavior 
3) The significance of celebrity-product match up 
 
1.2 Research objectives 
 
The purpose of this study is to investigate Egyptian consumer attitudes regarding celebrity 
endorsement and to know how consumers react to celebrity endorsement in media commercials.  
The study seeks to answer the following questions: 
 
 
 
1. How attractive celebrity endorsement ads are to Egyptian consumers‟ upper market vs. 
lower market? 
2. What is the effect of celebrity endorsement ads on consumers' brand equity?  
3. How vital is the celebrity-product match up? 
4. Do the consumer attitudes towards celebrity endorsement ads vary by gender variable? 
The findings are expected to assist advertising makers enhancing the effectiveness of their 
advertising efforts, in order to improve advertising persuasion within the Egyptian context. 
  
 
 
Chapter 2 
2.1 Theories on the effectiveness of celebrities’ endorsers 
 
2.1.1 Social influence: The social influence‟s identification process of has been applied by 
researchers to point up celebrity endorsers‟ effectiveness (Basil, 1996; Friedman and Friedman, 
1979). This theory proposes that an individual is more likely to accept and embrace a behavior or an 
attitude of another person or a group of people if he/she identifies with the person (Kelman, 1961). 
Friedman and Friedman (1979), through the identification process, hypothesized that the 
effectiveness of celebrities lies in endorsing products that “show the presence good taste or a lack of 
it” (p. 64). In fact, they discovered that print advertisements which promote brands or products high 
in social or psychological risk viewing a celebrity were estimated positively than ads using an 
typical consumer or an expert; as a result celebrity was more persuasive and convincing in grabbing 
consumers to buy the brand or product. 
 
2.1.2 Internalization process:  Social influence‟s internalization process, which takes place when a 
person is influenced with certain behavior, because it is congruent with his values (Kelman, 1961, 
p. 65).  Sometimes, people are influenced because certain behaviors because it presents a solution 
for his or her problem. Credibility of the source is considered one of the most important and 
influential aspects to accept it.  If the celebrity endorsed is believed to be credible, consumers will 
be influenced with the information provided and will use it. Acceptance takes place because it will 
be required by one‟s accepted values (Kelman, 1961). As a result, using celebrities with high rate of 
credibility will have a great effect on consumers to purchase the brand. 
 
Moreover, Friedman and Friedman (1979), through the internalization process, suggested that 
complex and expensive brands which were endorsed by experts had great effect on consumers to 
 
 
purchase them more than typical consumers. Their hypothesis was supported. Lafferty and 
Goldsmith (1999) used the same theory, proving that people were more apt to change their purchase 
behavior when credibility was high; and purchase intention changed positively when endorser 
credibility was high. They concluded that corporate credibility which was highly perceived 
positively affected purchase intention, while high endorser credibility was not effective. 
 
2.1.3Credible source:  Many researches proved that consumers usually adopt behaviors that are 
advocated by a large group of people if they relate with the group (identification). Additionally, 
when endorsers are perceived by consumers to be credible and expert, they are more likely to 
change their purchasing behavior (internalization). In this manner, the process of identification and 
internalization of social influence will result in behavior change, following an increase in 
purchasing intention from endorsements by the association (Daneshvary & Schwer, 2000).  
 
2.1.4 Models on Celebrity Endorsement Strategy: 
Many researchers have created models in order to contribute in the selection task of celebrity 
endorsers.  For example Hovland et al (1953) was one of the earliest researchers who created the 
Source Credibility Model, McGuire (1958) created Source Attractiveness Model, Forkan (1980), 
Kamins (1989) created the Product Match-Up Hypothesis and McCracken (1989) created the 
Meaning Transfer Model.  
 
The Source Credibility and Attractiveness Model are classified under the general title which is 
Source Models, as these models are mainly to reflect and inform the Source Effect theory and the 
Social Influence theory.  These theories assert that different characteristics of a communication 
source may have a favorable effect on message receptiveness (Kelman, 1961; Meenaghan, 1995). 
 
 
 
 
2.1.5 The Source Credibility Model 
Source credibility model asserts that the message effectiveness relies on perceived level of 
believability and trustworthiness of the celebrity endorsed (Hovland and Weiss, 1951; Hovland, et 
al, 1953; Dholakia and Sternthal, 1977; Ohanian, 1991; Solomon, 1996; Lafferty and Goldsmith, 
1999; Lafferty et al, 2002), which signifies that a message from a credible source, for example a 
celebrity, can affect and change audience attitudes, opinions or behavior and this occurs through 
internalization, which takes place when audiences or consumers agree to be influenced with a 
source because of their value structures and personal attitude (Erdogan, 1999). 
 
Advertisers usually take advantage of endorsers whom are perceived as trustworthy and honest 
since this value is very effective in influencing consumers who will believe that the message is true 
and dependable (Shimp, 1997). On the other hand, Smith (1973) reveals that consumers consider 
celebrities endorsed who are known to be dishonest or deceitful as doubtful message sources despite 
of their other qualities. Friedman, et al (1978) referred to trustworthiness as one of the most 
significant is the major cause of source credibility and he came out with a result that likeability was 
one of the most essential aspect of trust. Accordingly, they suggested that advertisers to choice 
celebrities who are known to be liked by people and trustworthy to endorse a brand. On the 
contrary, Ohanian (1991) discovered that celebrity trustworthiness was not enough to make a 
customer change his or her attitude and buy the endorsed brand. 
 
Moreover, Desphande and Stayman (1994) proved the hypothesis which suggested that people 
believe and have more confidence in endorsers whom are similar to their level, class or ethnic status 
and this translate into intentions to buy the brand. For example, they found that when the message is 
 
 
directed at specific ethnic groups such as Asians or Africans, such ethnic class should be precisely 
evaluated. 
Another important aspect which comes under the source credibility model is endorser expertise 
which is when the source possesses important characteristics such as being experienced, skillful and 
knowledgeable.  Aaker and Myers (1987) supported this aspect and proved that the more a celebrity 
is an expert the more persuasive he or she is, and this can cause more purchasing intentions. On the 
other hand, Hovland et al (1953) and Ohanian (1991) asserted being an expert is not enough to 
influence purchasing intentions, but what really matters is how people or target consumers perceive 
the celebrity.  But still, this can end up proving that expert endorser has an influence on product‟s 
quality perceptions (Erdogan, 1999).  For the meantime, Speck et al (1988) proved that expert 
spokespersons generated higher recall of the brand information than the non-experts, although there 
was no major difference between both statistically. 
 
Till and Busler (2000) asserted that the professional accomplishments by a celebrity may operate as 
a logical bond with the products, and as a result make it more convincing and believable to the 
consumers  
 
In addition, many researchers supported the idea that a consumer initial opinion about a product is 
an important cause of influence through making use of the cognitive response theory (Karlins and 
Abelson, 1970; Harmon and Coney, 1982; Stenthal, et al, 1978). Cognitive response theory 
confirms that if the consumers have a positive predisposition regarding this message, a celebrity 
who is not credible can be persuasive more than a celebrity who possesses high credibility, this is 
because those who favor the brand or the advocacy will need to ensure that their position is being 
adequately represented (Aaker and Myers, 1987). On the contrary, if consumers have a negative 
opinion, a source with high credibility will be more convincing than a less credible source. The 
 
 
source with high credibility is thought to prevent individuals‟ own opinion from activation and 
make the acceptance of the message thoughts possible. 
Accordingly, Erdogan (1999) came out with a result that source credibility studies are ambiguous as 
it is still undecided what is the most important aspects which create source credibility and in certain 
situation which aspect is more important than the other.  
 
Moreover, Pornpitakpan (2003) pointed out that this model has a major problem because the 
reliability and validity of the scales were not evaluated in the research findings to determine source 
credibility. As a result, it was difficult to conduct a comparison of the results across other studies. 
 
2.1.6 The Source Attractiveness Model 
There is general conclusion in most researches which stress that physical attractiveness plays a major role in 
the formation of opinion about others (Baker and Churchill 1977; Chaiken 1979; Joseph 1982; Kahle and 
Homer 1985). 
 
In marketing field, advertisers usually prefer employing physically attractive celebrities or models rather 
than unattractive ones, since physically attractive celebrities are more liked, ending in more effective 
responses from people to the advertised products.  The results of physical attractiveness researches of the 
spokespersons came out with results which is equivalent with the concept that higher attractiveness end up 
with greater social influence. For example, physically attractive people usually receive more assistance and 
cooperation from others (Benson, Karabenick, and Lerner 1976), can be hired easily (Cash, Gillen, and  
Burns 1977; Dipboye, Fromkin, and Wiback 1975), and can be treated gently in case of  legal 
complicatedness (Solomon and Schopler 1978; Storck and Sigall 1979).  
 
 In addition, celebrities‟ physical attractiveness was so much effective in attitude change towards a variety of 
issues such as products, and the evaluation of advertisement (Caballero and Pride 1984; Chaiken 1979; 
Horai, Naccari, and Fatoullah 1974; Kahle and Homer 1985). As a result, using attractive celebrities became 
 
 
a main factor in most advertisements (Baker and Churchill 1977; DeSarbo and Harshman 1985; Patzer 
1983). 
 
Celebrity endorsers are chosen by advertisers based on how much they are attractive in order to gain 
both effects their status as celebrities and their physical appeal (Singer, 1983).  Researches 
demonstrated that endorsers whom are physically attractive have a successful effect at changing 
people‟s beliefs and attitude (Baker and Churchill, 1977; Chaiken, 1979; Debevec and Kernan, 
1984), and on the other hand, motivating people to purchase the product (Friedman et al, 1976; 
Petroshius and Schuman, 1989; Petty and Cacioppo, 1980) more than unattractive endorsers. 
 
McGuire (1958) designed an empirical research to assert that for a message to be effective, certain 
factors an endorser should encounter such as similarity, liking and familiarity. The model which  
McGuire (1958) holds that endorsers who are liked by, known, similar to people level or class are 
more persuasive, influential and attractive.  
 
Source attractiveness model was also built on social psychological research (McCracken, 1989).  
Petty and Cacioppo (1980) tested of endorsers‟ attractiveness in terms of shampoo ads to figure out 
the effectiveness of different types of advertising messages. In 1983, Petty et al repeated the former 
study in 1980. Both findings stressed the relationship between endorser type and involvement level. 
On the other hand, in case of low-involvement, the endorser type had a considerable impact on 
attitudes change regarding the product although there was no impact on purchasing intentions. 
Concerning the issue of recall and recognition aspects, findings illustrated that there were an 
increase of recall and recognition of the products when people are exposed to celebrity endorsers 
only under the conditions of low-involvement.  
 
 
 
Patzer (1985: p30) stated that “physical attractiveness is an informational cue; involves effects that 
are subtle, pervasive, and inescapable; produces a definite pattern of verifiable differences; and 
transcends culture in its effects”. Patzer said that people regularly increase their own attractiveness 
as a result attractive endorsers ought to be very effective than endorsers whom are average looking. 
 
Kahle and Homer (1985) carried out an experiment of celebrity physical attractiveness and 
likability, and then they measured peoples‟ attitude and assessed their purchase intentions on a 
product called “Edge razors”. Results indicated that people liked the product which was endorsed 
by an attractive celebrity more than the unattractive.  In the issue of the “recall for the brand”, 
results indicated that it was significant in both likeable and attractive celebrity situation.  
 
Conversely, celebrities whom are unlikeable surprisingly achieved better on recognition measures 
than celebrities whom are likeable and attractive. Meanwhile, findings showed that purchasing 
intentions was greater in case of an attractive celebrity more than unattractive celebrity, but on the 
contrary an unlikeable celebrity generated more intentions to purchase the product than the likeable 
celebrity. 
 
Quite considerably, Cabalero (1989) and Till and Busler (1998) studies asserted that when people 
have positive feelings regarding products and advertising, this does not necessarily translate into 
changing in attitude or purchasing intentions.  The one possible reason behind negative effect of 
celebrity endorsers on purchasing intentions is that celebrities work more on the affective and 
cognitive components of people‟s attitude more than their behavioral element (Baker and Churchill, 
1977; Fireworker and Fiedman, 1977). 
 
 
 
 
Debevec and Kernan (1984) studied the gender influence between endorsers and target consumers, 
and they discovered that the use female models as endorsers generated more attitude change than 
the use of attractive male models to both male and female consumers and especially among males. 
While on the other hand, Cabalero et al (1989) discovered that males had more intentions to 
purchase from male endorsers, also females had been more persuaded to purchase from female 
endorsers.  Additionally, Baker and Churchill (1977) came out with an astonishing interaction 
between product type, intentions to purchase and female models among male subjects. For example, 
if the product was coffee and it is endorsed with an unattractive female model generated more 
intentions to purchase the product than the attractive one among males, but if the product is perfume 
or after shave, males were more persuaded and passionate to purchase the product when an 
attractive female model is endorsed.  However, Petroshius and Schulman (1989) found that 
endorsement gender had no impact on attitudes towards advertisements and no major impact on 
intentions to buy products. Accordingly, based on above incongruent and inconsistent arguments, 
there is no specific direction when considering gender interactions between endorsers and target 
consumers to aid researchers. 
 
Therefore, it is obvious that attractive celebrity endorsers have a significant effect on attitudes and 
recall regarding advertising and products than unattractive counterpart endorsers, but there is no 
consistent or reliable argument in relation to generating purchase intentions, although a few studies 
asserted that celebrities can persuade people to purchase the endorsed brands. 
 
2.1.7 The Product Match-Up hypothesis 
 
Forkan (1980) and Kamins (1990) made an empirical experiment in order to investigate Product 
Match-up Hypothesis, which state that for advertisements to be effective there should be 
 
 
congruency between the celebrity image and the product message. In other words, the cause of the 
match between brand and celebrity relies on the amount of perceived compatibility between the 
brand nature, name, attributes and celebrity characteristic and image (Misra, 1990). Advertising a 
product using celebrities, who have a reasonably high product matching image, leads to better 
advertiser and believability (Levy, 1959; Kamins and Gupta, 1994; Kotler, 1997). 
 
There is a significant importance in suitable and appropriate match-up between celebrities and 
products. From the point of view of experts, a leading beverage company‟s vice president asserted 
that the use of a celebrity endorser is a risk unless he or she is reasonably related to the products 
(Watkins,1989).  Another expert referred to by Bertrand and Todd (1992) argued that if there is a  
an appropriate association between the celebrity‟s personality and the company‟s product, 
advertisers will be able to achieve both the fame and this association working for them. In the 
meantime, there are several studies which report that people also expect to find congruity the 
endorsed products and the image of the celebrity (Callcoat and Phillips, 1996; Ohanian, 1991; 
O‟Mahony and Meenaghan, 1997). 
 
Or else, according to a study by Evans (1988) who asserted that if the celebrity endorsed is not 
compatible with the product he or she endorses, this could end up with „Vampire effect‟, such effect 
takes place when consumers remember the celebrity, and forget about the service or the product. On 
the other hand, it makes people think only about the amount of money paid to the celebrity in order 
to endorse a product which is not compatible with his or her character or personality but for the sake 
of money (Erdogan, 1999). 
 
To a great extent, celebrities physical attractiveness is the most basic factor when matching up 
between a celebrity and a product, therefore the match-up hypothesis suggests that products which 
 
 
are used to improve one‟s attractiveness are more significant when attractive celebrities are 
endorsed (Kahle and Homer, 1985; Kamins, 1990). Also, research found that celebrity‟s 
characteristics positively interact with the product‟s nature (Friedman and Friedman, 1979; Kamins, 
1990; Lynch and Schuler, 1994).  
 
Choi and Nora (2005), who applied a cognitive approach which tackled consumers‟ attributions of 
the motives of celebrity endorsement, focused on the level of congruency of the celebrity and the 
product, since this will influence the effectiveness of the celebrity endorsed, as a result consumers 
will associate the celebrity with a particular product.  This association will affect consumer 
evaluation of the advertising, endorser and the brand.  Kamins and Gupta (1994) discovered that 
such kind of match-up between a certain brand and a celebrity enhances the celebrity‟s 
attractiveness and believability.  In addition, match-up hypothesis is fundamental for credibility and 
favorable attitudes (Till et al, 2006). 
 
Friedman and Friedman (1978) asserted that celebrities are more effective where product purchases 
include high psychological and social risk. Meanwhile, Kamins (1989) and Kamins, et al (1989) 
also declared that celebrity endorsers generated a significant effect on high performance risk 
products, for example, computers and management consultation. On the contrary, Callcoat and 
Phillips (1996) stated that consumers are more affected by endorsers if products are reasonably 
priced and low-involving among the available brands. Therefore, these opposing arguments show 
that advertising is a powerful instrument that transfer meaning that effectively any product can be 
made to take several meanings (McCraken‟s 1987; O‟Mahony and Meenaghan, 1997). 
 
Almost all studies which were made to evaluate celebrities‟ endorser and the endorsed 
products/brand used consumer samples.  A study made by Miciak and Shanklin (1994) was the only 
 
 
one made considering advertising specialists when deciding to use celebrity endorsers.  The study 
was made using a small sample which includes 22 company and 21 agencies.  
 
2.2 Advertising Theories 
Advertising theories since its start in the late nineteenth century till today, has taken two 
fundamental forms and sometimes a mixture of both:  The first form is managerial and the other is 
psychological.  The majority of the advertising theories are managerial and they include 
psychological variables.  These theories involve multi-attribute theory, hierarchy models, means-
end models, and other variations.  These theories are considered a significant approach in the sense 
that they give managers with the most important stages which the consumers pass through since 
exposure to the ads till purchasing the product.  Among these theories are the stages that have a 
psychological association such as:  memory, attention, desire, involvement, attitude, behavior, 
intention to purchase and beliefs. 
On the other hand, there are also advertising theories that are about the details of the psychological 
processing. There are lots of intense examinations of the different types of memory, for example, 
recognition, recall, semantic and episodic, explicit and implicit memory, etc.  Some of the major 
psychological process that proved to be of essential and vital importance in figuring out  how 
advertising works are perception, affect, attention, memory (and cognition), and involvement. 
Whether managerial or psychological, both theories are crucial and fundamental in managing 
advertising.  In other words, in order to answer questions such as what to say about a brand, what 
media to use, how to say the message, and frequency and optimal reach are questions which are 
answered directly through the managerial model.  On the other hand, to determine ways the 
feedback on whether advertising works or not are done through psychological theories.    
  
 
 
Classic Theories of Advertising: 
Hierarchy of Effects: 
Even though hierarchy models go back to the nineteenth century (Preston, 1982), modern forms 
began with (Lavidge and Steiner, 1961).  They assume that information consumers go through a 
structured series of stages such as: 
 Attention 
 Comprehension 
 Evaluation 
 Intention to act 
 Acting 
McGuire (1969) said that hierarchy effects should include: 
 Attention 
 Comprehension 
 Making a conclusion 
 Retention of the information 
 Behavior 
 Purchase 
There are different supposition of the different steps of hierarchy models (e.g. Preston & Thorson, 
1984, Preston, 1982; Palda, 1996), but it is asserted by most researchers that the failure of any of 
these steps  will result  in no response to the advertising.  Hierarchy models are based on the notion 
that behaviors and attitudes in reaction to advertising are built up rationally and consciously.  
Hierarchy models proved to be useful to managers as it suggest which psychological phase various 
kinds of advertising should be associated with (e.g., Barry, 2002) 
 
 
Multi-Attribute Theory: 
In the 1970s, the most prevalent view point of advertising concentrated on its effect on the logical 
or rational (more than emotional) processes. Multi-Attribute theory was considered to be one of the 
most significant models of processing commercial in the seventieth (Fishbein & Ajzen, 1975).  It 
suggests that a consumer‟s attitude regarding any product is decided by combining the consumer‟s 
evaluative reaction regarding each individual brand attribute (ei), multiplied by a partial estimate of 
the possibility that the brand in reality acquires attribute (bi).  This relationship is represented by the 
equation: 
Ao = biei 
Where Ao is the viewpoint regarding the brand.  
This model explains that an ad alter brand attitude by making people change their perception of the 
possibility that a brand has attribute, or by making people change their evaluative beliefs about the 
attribute. 
Means-End Theories: 
These theories introduced a hierarchy model but in another shape as it focus on the purpose of 
connecting personal values and the brand (Olson & Reynolds, 1983).  In other words, when people 
come across an advertisement, they start identifying its benefits and then they start linking between 
these benefits and their own personal values.  If they correspond, then the advertising becomes 
more effective.  This model proved to be very useful as it answers some of the most important 
questions like how to deal with brand image, what market segments to address (Homer, 2006).   
 
 
 
 
2.3 Psychological Theories of Advertising: 
Involvement and Attention: 
These two variables were very important and significant in moving the advertising theories in the 
direction of a less balanced rational psychology method.  When Krugman (1965) introduced the 
concept of involvement, he explained that it refers to how many cognitive links an individual made 
when processing messages transmitted from the media. 
Emotion: 
There were lots of hypotheses about how advertising works.   One of the most significant findings 
was how people perceive advertising (Aad) and their attitude towards it (Mitchell, 1986).  This was 
not a logical way to think about brands.  Multi-attribute theory was appropriate in supporting Aad,  it 
was understood that emotions was a vital psychological variable in Aad. 
Batra and Holbrook (1987) investigated Plutchik‟s (1980) emotional categories: anticipation, 
surprise, acceptance, joy, etc.  In addition, Mehrabian and Russell (1974) make use of the three-
dimensional emotional methods by Osgood, Suci and Tannenbaum (1957), that involve pleasure, 
arousal and domination.  Edell and Burke (1987) also investigated the three feeling scales, which is 
warm, upbeat and negative.  They discovered that people experience all these kinds of feeling when 
perceiving ads, on the other hand.  These feeling also gave more insight about how people evaluate 
ads, how much they like it and what they really believe about the brands advertised and their 
attitude towards them. 
Recent researches considered the important of emotion versus cognition when evaluating the effect 
of advertising.  Leigh, Zinkhan and Swarmingathan (2006) illustrated that cognitive process was 
coupled with free recall but the emotional processes had a special advantage on recognition.  On the 
other hand, Shapiro, MacInnis, and Park (2002) proved that people stimulated to be in a negative 
 
 
valence mood were more able to differentiate brand attributes connected to main idea of 
commercials than those in positive moods. 
Lang (2006) has developed psycho-physiological theory of dealing with media messages, and this 
theory, although expressed at a micro-level, demonstrates signs of relating directly with researches 
such as that of Shapiro and his group.  That is, under great arousal processing, capability is 
exceeded and individuals are less able to know the features of different brands.  While in case of 
mild aversive situations like being in a negative mood, processing resources are taken away from 
encoding and transmitted to retrieval, and this at the end results to improved memory performance.    
Memory: 
Memory is considered to be one of the most important psychological question all the way through 
the scientific social approach to discuss how advertising work.  It is quite clear that a bit from an 
advertisement must remain in an individual mind in order for an advertisement to cause purchasing.  
Most theories on memory which was applied to advertising (e.g., Thorson, 1990a, 1990b) 
undoubtedly conveyed memory‟s function in managerial models, but the prevalent attempt has been 
psychological.  Many of the psychologically based concepts which was applied to advertising 
involve computational versus retrieval memory (Srull, 1983, 1989); semantic and episodic memory 
(Thorson & Friestad, 1989; Tulving, 1972); verbal versus visual memory (Mitchell & Olson, 1981; 
Rossiter & Percy, 1978); and recognition versus recall actions of memory (Lynch & Srull, 1982; 
Singh & Rothschild, 1983). 
The creation of psychologically-based investigation of the role of memory in advertising carries on.  
Braun-LaTour and LaTour (2004) made a comparison between short and long term memory 
interactions for identical trade characters used in commercials.  Shapiro and Krishnan (2001) 
evaluated implicit and explicit memory processes.  Till and Baack (2005) illustrated that 
 
 
commercials that were extremely creative formed more impact on brand and implemented recall 
than more unexciting commercials, but no differences was found for other indicators of memory. 
 
2.4 Theories of Persuasion 
The notions of belief, attitude and behavior are extremely linked to persuasion.  Persuasion brings 
about much of human and mass communication research and theory.  Persuasion is considered to be 
a special case when studying social influence.  The concept of “social influence” can be defined as 
reinforcing, changing and creating the cognitions, emotional states, or clear behaviors of another 
person.  Persuasion can be considered to be an intentional communicative action that does not 
include force and reaches private acceptance.  Successfulness of persuasive attempts lies in its 
ability to generate some type of affective, behavioral or cognitive change in the target.  If we are 
going to discuss each concept which are linked to persuasion, for example, attitude which can be 
conveyed in terms of favor and disfavor or like and dislike (Eagly& Chaiken, 1993).  Beliefs are 
estimation or evaluation that something is or is not the case; they can be explained in terms of true-
false or real-unreal.  Behavior refers to obvious actions. 
Types of Persuasion Researches: 
Persuasion research can be divided into three categories.  First, research concentrated on the 
practical or realistic issues of separating those factors that improve or prevent persuasion.  Second, 
category that explains why some persuasive messages are persuasive, and why some others are not.  
Finally, many studies are investigating the generation or selection of persuasive messages. 
Factors Affecting Persuasion: 
There are enormous variables that influence the effectiveness of persuasion.  Researchers only 
focused on the three most important and significant variables.  
 
 
-  Source effects 
- Message effects 
- Recipient characteristics 
Source effects means the perceptions of the source that make him or her more or less influenced.  In 
other words, we can refer to it as source credibility or source believability.  Source credibility has 
long been recognized by researchers as an important advantage of persuasion.  On the other hand, 
expertise and trustworthiness are also recognized but as contributing to source credibility 
perceptions.  There are other source effects that involve social power, attractiveness, liking, 
demographics, and similarities.   In general, people are more liable to be persuaded by sources that 
we perceive as powerful, likable, attractive, in authority or similar. 
Messages‟ characteristics such as language strength, incongruity, message sidedness, in addition to 
the quantity and quality of the provided evidence affect persuasiveness. 
The impact of the persuasive message also depends on message recipient.  There is a wide range of 
variables of individual differences, for example, recipient‟s gender and personality traits.  Dillard 
and Nabi (2006) focused on how individual differ when reacting emotionally to cancer messages.  
Persuasion Theories: 
There are many theories which were put forward to clarify and illustrate why, how and when people 
are persuaded.  But still no theory can completely explain persuasion; each can give some 
understanding to persuasion aspects. 
Theories of behaviorist learning are considered to be one of the approaches which explain 
persuasion.  Applications of voluntary action, classical and explicit conditioning may lead to 
persuasion (e.g. Eagly & Chaiken, 1993; Miller, Burgoon, & Burgoon, 1984; Staats & Staats, 
1958). 
 
 
Additionally, more theories assert that people are stimulated to sustain consistency.  Examples of 
consistency theories are Festinger‟s cognitive dissonance theory and Heider‟s balance theory.  
Dissonance theory is considered to be significant as it stress on counter-attitudinal advocacy.  In the 
established persuasion paradigm, the persuader is the main source of persuasive messages (G.R. 
Miller & Burgoon, 1973).  The persuader produces and conveys a persuasive message to the target.  
In case of the counter-attitudinal status, the target is motivated to become the main symbolizing 
agent (G.R. Miller & Burgoon, 1973).  To be precise, the target forms a message supporting a 
position in contrast to the one he or she holds privately.  Under certain circumstances, such kind of 
active encoding has an effective strategy to persuade. 
Dissonance theory also caused many theory and research development.  There were a number of 
different and theoretical replacements to dissonance theory.  Self-perception (Bem, 1967) was 
introduced as a replacement to dissonance theory.  Bem illustrated that people under certain 
conditions figure out their attitudes from perceiving their own behavior.  This means that we figure 
out our own attitudes in the same way we make attributions regarding others attitudes.  Research 
put forward that self perception justify pro-attitudinal effects, and dissonance theory justify counter-
attitudinal effects (Fazio, Zanna, & Cooper, 1977). 
Self-presentation is another theory which is introduced as an alternative to dissonance theory.  It is 
considered to be symbolic inter-actionist perspective.  It was given more concentration and thought 
in psychology field than in communication, it brings forward interesting clarification and 
hypotheses about persuasion and a range of interpersonal conclusions (c.f., Leary, 2007; Leary & 
Kowalski, 1990). 
Social judgment theory (Sherif, Sherif, & Nebergall, 1965; see Granberg, 1982, for review) 
suggests that people identify persuasive messages in that same way they make opinion about 
 
 
physical incentive.  The theory assumes that there is no direct relation between attitude change and 
discrepancy. 
The cognitive approach (Petty, Ostrom, & Brock, 1981) and planned behavior theory (Ajzen & 
Fishbein, 2000, 2005) suggest that persuasive messages‟ targets evaluate messages, while other 
researchers predict that persuasion is a consequence of a mindless choice rules.  The elaboration 
likelihood model (ELM; Petty & Cacioppo, 1986) put together all these approaches by claiming that 
all persuasion can be observed along a range of cognitive effort. 
The planned behavior theory produced huge number of studies and applied the theory in a number 
of situations.  It assumes that subject notions and norms of behavioral control in addition to 
attitudes predict behavior intentions.  On the other hand, intentions, actual and perceived behavioral 
control predict behavioral actions. 
 
  
 
 
Chapter 3  
LITERATURE REVIEW 
 
3.1 Measuring the Effectiveness of Advertising Message: 
Millward Brown, an international advertising research corporation, studied thousands of media 
commercials, especially TV commercials that are viewed in the US, Europe and in other places 
mentioned that the most watchable ads or in other word, which are most enjoyable to be watched 
and can capture viewers‟ attention has the following characteristics: 
 
1.  Humor:  it is proved that humor in ads increases viewer enjoyment and involvement. 
2. Music:  music is an important element in more than 50 percent of ads that are categorized as 
watchable. 
3. Pace:  watchable ads are fast-paced. 
4. Celebrities:  it was found out that celebrities are excellent in terms of attention-getters, as 
they attract both male and female, in addition to different age groups. 
5. Cue things:  Ads that include babies, animals or puppies romping. 
 
3.2 The celebrity Concept: 
 
In today's active and highly changing competitive business world, consumers are becoming more 
and more demanding. Marketers are trying through their continuous effort to meet the consumers‟ 
rising expectations.  Their creative efforts in advertising, marketers are using celebrity endorsement 
to influence and persuade consumer brand choice behavior. A celebrity is defined to be a well-
known person who will recognized in any society or culture (Schlecht, 2003).  
 
 
 
Celebrities (e.g. public figures, politicians, businessmen, supermodels, musicians, actors, sport 
athletes, models, movie stars and television actors) known to the people for their activities in fields 
other than advertisements and the endorsed product (Friedman and Friedman, 1979). They are 
highly recognized in public, in addition that they have powerful effect on the endorsed products. 
They usually appear in ads as users of these brands or as spokespersons on behalf of them. Whether 
they appear as users or spokespersons, they have their way to convince people with their messages.  
First, they contribute in making people aware of the advertised brands and built positive feelings in 
the minds of people (Solomon, 2002).  But, what are the qualities which an effective celebrity 
should have?? 
 
3.3 Endorser characteristics: 
 
 Shimp (2003) mentioned that effective celebrities must have five fundamental characteristics and 
created the TEARS‟model. 
 
Research has shown that effective celebrities must be assessed against five essential attributes, 
usually referred to as 'TEARS' model (Shimp, 2003): 
 
Trustworthiness:  It is the first and most important characteristics that an endorser must possess.  
Consumers must believe the endorser and feel his honesty and integrity.  They must trust what the 
endorser is saying about the advertised brand.  
 
Expertise: This characteristic is associated with endorsers who are experienced and have certain 
knowledge and skills such as sport athlete, public figures or businessmen who are considered to be 
 
 
experts in their fields and can convince consumers with the advertised brand, especially when they 
advertise a product related to their area.  
Attractiveness: It is the characteristics which make a celebrity attractive to consumers such as 
supermodels, movie stars.  They are attractive because of their personalities, styles, physical 
appearances, etc.). 
 
Respect: It refers to the overall achievement of the endorsers which make them at the end admired 
or valued by the consumers.  This quality makes what they say in an ad credible. 
 
Similarity: It is when the endorser matches consumers on characteristics linked to the endorsement 
relationship such as lifestyle, age, sex, , … etc.). 
3.4 Earlier Researches:  
On the other hand, other earlier researchers discussed the issues of attractiveness, trustworthiness, 
expertise and credibility in their researches.  For example, McGuire (1958) who formerly asserted 
that attractiveness is an element of source credibility. Other researchers followed in assessing the 
attractiveness of celebrity endorsers for products, social or services causes (Baker and Churchill 
1977; Caballero, Lumpkin and Madden 1989; Caballero and Solomon 1984; DeSarbo and 
Harshman 1985). In more recent years, Ohanian's (1990) endorser credibility scale included not 
only the elements like trustworthiness and expertise, but also integrated attractiveness. Ohanian's 
decision to put attractiveness among the most important characteristic of source credibility was due 
to the research which emphasized that the physical attractiveness of communicators does have an 
encouraging impact on product evaluations and opinion change (Joseph 1982). Lafferty (2000) said 
that “When source credibility refers to a person as the information source, this tri-component model 
of expertise, trustworthiness and attractiveness makes good theoretical and empirical sense. But 
 
 
when the information source is a corporation, attractiveness seems a less applicable descriptor.” 
(The Impact of Corporate Credibility and Celebrity Credibility on Consumer Reaction to 
Advertisements and Brands. By Lafferty, Barbara A.) 
Other researchers such as Atkin and Block (1983) asserted that celebrity expertise and knowledge 
can be explained as the capability of the endorser to make convincing assertions. When a celebrity 
is portrayed as an expert when endorsing a product, people liked it more (Buhr, Simpson, and Pryor 
1987). Moreover, celebrity expertise is likely to be associated with trustworthiness and 
believability.  
 
The credibility of the source implies that the efficiency of a message relies on the "trustworthiness" 
"expertness" of the source (Hovland, Janis, and Kelley, 1953; Sternthal, Dholakia, and 
Leavitt 1978). In general, less credible source is not effective as high credible source (Sternthal, 
Phillips, and Dholakia 1978). This is because credibility is correlated with positive attitude toward 
the product or brand and this may end with changing behavior (Craig and McCann, 1978; Woodside 
and Davenport, 1974), advertisers go for celebrities with higher credibility. 
 
Researchers have acknowledge three aspects for credibility to be formed: trustworthiness, 
appearance and knowledge or expertise, (Baker and Churchill, 1977;  Joseph, 1982; Kahle and 
Homer, 1985; Maddox and Rogers, 1980). Endeavors to measure the effect of credibility on 
people‟s decision to purchase reveal that expertise had any considerable effect on purchasing 
intentions.  On the other hand, there is a direct relation between advertisement effectiveness and 
believability when measuring purchasing intention (Kamins, Brand, Hoeke, and Moe 1989). 
 
 
 
Chaiken (1979) asserted that physical appearance is among the most important aspects that is taken 
to heart by marketers. When watching television or print ads, you will discover this fact. Physical 
appearance call to mind positive regarding the celebrity and sometimes can change people‟s beliefs.  
Various studies have suggested the relation between attitude changes in terms of overall advertising 
evaluations and celebrity attractiveness (Caballero and Pride, 1984; Chaiken 1979; Kahle and 
Homer, 1985). Other researchers have mentioned the view that endorser physical appeal “matches 
up” or is consistence with the advertised brand improves attractiveness; there would also be an 
effective impact upon advertisement evaluations (Kahle and Homer 1985). However, if  
incongruence takes place,  then the overall evaluations of product or brand will be poor (Kamins 
1990). 
 
On the other hand, physical attractiveness in other studies was not revealed as a mean to change 
attitude, for example, Maddox and Rogers (1980) said that an expert or the "presence of arguments" 
had greater impact on consumer attitude more than "physical attractiveness". 
In addition, Freidman (1984) asserted that the likeability of the endorser had a great influence on 
consumers when compared to ads viewing expert or a CEO.  Yet, measures linked to believability 
or knowledge of the endorser, advertiser‟s trustworthiness and product quality did not present any 
positive ratings. 
 (Reading in “Celebrity Advertising: An Assessment of Its Relative Effectiveness” Mohan K. 
Menon, University of South Alabama Louis E. Boone, University of South Alabama Hudson P. 
Rogers, Florida Gulf Coast University) 
 
 
 
 
 
 
3.5 Endorser selection standards: 
The TEARS model portrays the most important characteristics of celebrities that identify and tell 
whether they will be effective in endorsement or not. Next section will highlight some of the 
important standards by which advertising agencies and marketers select celebrities: 
 
When taking a decision to choose celebrity endorsers in ads, there are lots of things which should be 
taken in consideration, among them is the cost consideration.  Advertisers and marketers use a 
variety of selection standards.  Below are some of the most important ones (Erdogan, Baker and 
Tagg, 2001; Miciak and Shanklin, 1994): 
 
Celebrity/consumer matchup: harmony between an endorser and the target consumer. It signifies 
the degree to which the intended market conveys positively to the endorser. 
 
Celebrity/brand matchup: the link and compatibility between the celebrity and the view of the 
brand. Lots of researchers asserted the significance of this kind of match up (for example, Till and 
Busler, 1998; Martin, 1996; Till and Shimp, 1998). 
 
Celebrity Credibility: as discussed in TEARS model, to have confidence in what is said by a 
celebrity. 
 
Celebrity Attractiveness: (as argued in the TEARS model). 
 
Cost consideration: one of the most important aspects in advertising is the cost of the endorsed 
celebrity. Usually, advertisers pay top celebrities a big amount of money for  endorsement. For 
example, the well known golfer Tiger Woods earns about $54 million yearly from endorsements 
 
 
(Ferguson, 2000). To illustrate, a highly-paid professional in the U.S. with a yearly income of  
$200,000 has to work for 270 years to earn the amount of money Tiger Woods earns each year from 
endorsements only. 
 
Easiness/complexity working with endorser: This represents dealing with celebrities personally. 
This is because few of them are tough, egotistical, uncooperative or unavailable. Accordingly, some 
of the brand directors favor not to deal with them directly. 
 
Saturation factor: This is when a celebrity is extremely exposed through the media, for example, 
endorsing multiple brands. In such a situation, people will perceive his/her credibility negatively. 
 
The trouble factor: this aspect is very critical as sometimes the popularity of a celebrity is affected 
due to some unfortunate incidents such as drugs, child-molestation,etc.  Brand directors and 
marketers put into consideration such kinds of incidents before endorsing a brand (Blakeley, 2001). 
Some of them evade celebrity endorsement completely, although others go through the experience 
and try to do cautious scrutiny in choosing celebrities. 
 
3.6 Celebrity endorsement power: 
Many people seek to imitate the lifestyles of celebrities as they consider them as the models of 
success. In that view, they wish to be like them, follow their actions, or even imitate celebrities' 
actions to boost their self-esteem, through the connection with certain attractive images. This 
behavior involve imitating celebrities in their way of speaking, communicating, dressing and on the 
top of that, using the same brands they choose.  The process reflect what people hope be rather than 
what they personally are.  This reveals the celebrity endorsement power, and it is the most 
important and central reason for using celebrities to advertise all kinds of brands (Fraser and Brown, 
 
 
2002). The power of celebrities‟ endorsement is viewed in three features: the most important and 
prominent feature is credibility, which reflects a feeling of trust for the brands. When an endorser is 
perceived as credible source, people attitude change through a psychological process called 
“internalization”.  Internalization takes place when consumers accept the endorser attitude on 
something as his or her own.  Such psychological process uphold even if the endorser is forgotten, 
or even when he or she change to another position (Petty, Ostrom & Brock quoted in Shimp 2010)  
This explains why most of the brands suggested by Oprah Winfrey as a credible source, gains 
success overnight.  
 
Trustworthiness is also an important aspect which is derived from credibility as advertisers usually 
choose celebrities who are perceived in public as being honest, dependable and believable. Mainly, 
a celebrity gains audience‟s trust when they live a professional life whether on TV screen, public 
office or sports field.  In such a situation, consumers tend to believe that an endorser is not 
motivated by self-interest and that he or she has nothing in return by endorsing a brand.  Generally, 
endorser tries to establish the trustworthiness image and that they are not manipulating audiences. 
 
Expertise is another important aspect, for example, athletes and sport stars when endorsing sports 
related brand.  Also models who are perceived as expert in beauty and can endorse fashion 
products.  Moreover, businessmen such as Donald Trump is perceived as being expert in matters 
related to business fields.  To conclude, an endorser who is believed to be expert in his or her field 
has a great influence on changing consumers‟ attitude. 
 
A second main feature of celebrity endorsement power is attractiveness.  Attractiveness means 
many things other than just physical attractiveness, as consumers may consider an endorser 
attractive because other characteristics such as intellectual skills, lifestyle quality, personality 
 
 
properties and so on.  Advertisers put such feature in their consideration when choosing a celebrity 
as when consumers find the endorser attractive, persuasion takes place through identification.  
Identification means that consumers identify with such endorser and embrace the endorser‟s 
preferences and attitude. 
 
According to the TEARS model, the three important aspects of attraction are physical attraction, 
similarity and respect.  Shimp (2010) asserted that celebrities who possess all such three aspects of 
attractiveness attributes would have a double endorsement potential and he mentioned Tiger Woods 
as an example of a celebrity who encompass these attributes.  This was before the affair scandal 
Woods got involved in later that year. 
 
First, physical attractiveness, a main component in TEARS model: Research has backed the 
intuitive anticipation that an attractive endorser creates a more positive evaluation than does an 
unattractive endorser. 
 
Second, similarity, which represents that match between the endorser and the consumers in terms of 
age, ethnicity, gender and so on.  It is an important attribute since people prefer individuals who 
share their characteristics or traits. 
 
Third, respect: People are respected for certain personal qualities such as athletic abilities, acting 
skills.  An example for such aspect is the ex-boxer Muhammed Aly for the extraordinary skills he 
showed in the ring.  Such characteristic improves brand equity through the positive influence on 
consumers‟ attitude. 
 
 
 
All advertisers and marketing agencies adopt celebrities with these features to get the attention of 
consumers, and make the advertised brand more noticeable to target consumers and persuade them 
to change their attitude and adopt it (Cuneo, 2002). 
 
3.7 Previous research: 
 
Several studies explained that there is a positive effects between the use of  celebrities in ads and 
consumer choice behavior , such as the following  product choice, health behaviors and clothing 
styles (for example, Brown and Basil, 1995; Hoffner and Cantor, 1991). Research confirmed that 
the image of a celebrity in an ad had a positive impact on consumers‟ buying behavior (for example, 
Goldsmith, Lafferty, and Newell, 2002; Mathur, Mathur, and Rangan, 1997, Ohanian, 1990). 
Another studyby Hoffner and cantor (1991) stated that people of all ages imitated the appearance 
and behaviors of media celebrities they admired. A study by Howard (2002) compared between the 
response of female and make to celebrity endorsement and revealed that female respondents were 
more than male 20 percent to 16 percent. Frazer and Brown explored how consumers identified 
with celebrities, and in what way this affected their lives. They demonstrated that people selectively 
included behaviors and values they observed in their admired celebrities and embraced them into 
their own lives (Frazer and Brown, 2002). On the other hand, Pappas (1999), who investigated the 
significance of celebrities and star power in endorsements, and explained that celebrities transmitted 
their powers as stars to brand equity in well designed ads. One more study emphasized the celebrity 
endorsement in led to the more recall and recognition to the advertised product. The study argued 
that there is a possibility that consumers notice celebrity advertisements which lead them to enhance 
their level of brand recall (Bowman, 2002).  
Abdulla and Keenan (2009) conducted a survey of 383 students in a private university in Cairo. 
Although three-quarters of the respondents (74.4%) agreed that celebrity ads are “attractive,” only 
 
 
65.5% said they recalled celebrity endorsed brands more than other brands. In terms of purchasing 
behavior, the mean score for the statement “An ad featuring a celebrity I like would encourage me 
to purchase the brand” was 2.85 (SD = 1.05), indicating low agreement with this variable. Gender 
was not a statistically significant variable. 
3.8 Downside studies: 
On the other side, there are negative aspects as many studies which did not favor the use of 
celebrity endorsement. One of these studies emphasized the possibility that the celebrities may 
overshadow endorsed products. The study dealt with the concern that consumers may pay attention 
more on the celebrity and fail to notice the endorsed product itself (Erdogan, Baker, and Tagg, 
2001).  Another more critical study by Wells and Prensky (1996), who explored the point of 
credibility, indicated that consumers may become unconvinced with a celebrity whom they know 
very well that they are paid in order to endorse the advertised brands. Another study disapproved 
the celebrities‟ credibility in ads (for example, Shanahan, 2001). One researcher stated "A product 
pitched by a celebrity is a tale told by an idiot" (Feuer, 2002). Moreover, many studies analyzed the 
negative advertising promotions linked with celebrity endorsers (For example, Till and Shimp, 
1998). One of these studies proved that the product price went down when the celebrity used to 
endorse it were negatively publicized in the media (Louie, Kulik, and Johnson, 2001)..  Another 
study suggested to use celebrities to strengthen messages which are already strong (Pepe, 2004). 
One of the researcher sarcastically critique, who noted on this view point, saying "if you don't have 
anything meaningful to say, get a celebrity to say it" (Grimm, 2001). A study explored the power 
and effectiveness of celebrity endorsement. The study asserted that it is the idea quality behind the 
ad itself is the one which determine the power and appeal of the celebrity (Iddiols, 2002). Related 
researches and comments were made on the same idea (for example, Howard, 2002). 
 
 
 
Obviously, using celebrity endorsements in advertising has gained considerable attention in 
literature, especially from a western viewpoint. Many researches explored and emphasized the use 
of celebrities in ads.  However, some other studies were against or cautious about using them and 
mentioned some of their concerns. The literature does not illustrate similarities among research 
conclusion on such an issue. In any case, partially, this can be explained by difference in measuring 
instruments and purpose of the study and another important issue which is cultural difference.   
 
In theory, the widespread role of celebrity endorsement is to persuade consumers and convince and 
influence them to buy the products. With no doubt, anyone may like advertisements with its 
attractive appeal, which view models and movie stars, but it does not guarantee the purchase or 
change one‟s loyalty upon endorsement. Regardless of what is known universally about using 
celebrities in ads, yet, the literature revealed little indication about how consumers in other cultures 
perceived these ads.  
 
3.9 Effect on consumers purchasing behavior 
 
Assael (1984) demonstrate that celebrity endorsement is effective because of their capability to go 
into consumers' representative connection to motivation reference groups. This reference groups 
present points of assessment by which the consumer may estimate behavior and attitude 
(Kamins1990).  In the reason behind the influence and the persuasive effect of celebrity advertising, 
Atkins and Block(1983) emphasized that celebrity endorsement may be powerful because 
celebrities are usually viewed as vibrant and full of life, having both likable and attractive qualities.  
 
Additionally, being fame is transmitted to the products and is considered to attract attention to them. 
However, in a study by  Petty, Cacioppo, and Schumann (1983) concerning advertisements of Edge 
 
 
disposable razor, They discovered that under certain conditions when involvement is high, the 
approach and not celebrities affected attitudes, but when under the condition of low involvement, 
celebrities but not the approach affected attitudes. Accordingly, this may imply that the power of 
celebrity endorsement is linked to the product nature itself and not the advertisement spokesmen.  
 
In spite of varied findings, three main things seem to be related to the degree to which celebrity 
endorsement is effective: celebrity knowledge, source credibility, celebrity appearance and 
trustworthiness.  
 
 
 
  
 
 
 3.10 Background on Advertising in Egypt: 
Advertising is a main topic in current studies in Egypt, as it has a great importance on Egyptian 
economy.  For example, advertising expenditure was US$306 million in the year 2003.  In the year 
2004, there was an increase which reached about US$427 (PARC, 2005; PARC 2006).  The year 
2010 witnessed Egypt emerging as the advertising market‟s leader at US$1.49 billion monitored 
expenditure in 2010 raising from US$1.2 billion in the year 2009, turning into a high growth of 
24% (PARC, 2011). 
3.11 Beginning of Celebrities Endorsements Advertising: 
The 1980‟s, Tarek Nour, one of the well known local advertisers in Egypt, made an innovation 
concerning changing in advertising style in Egypt.  First, he started by using Western music in a 
localized Egyptian style to make consumers recall the brand.  One of the most famous campaigns to 
advertise for a product was “Schweppes” and was endorsed by one of the most loveable actor at that 
time “Hassan Abdeen”.  It was performed in a humorous style to ask people about the secret of this 
soft drink. 
Another famous advertisements, endorsed Athletes and Football player Mahmoud El Khattib, and 
Actress Sahar Ramy.  
3.12 Advertising Today in Egypt: 
Today, advertising plays a very import role in the Egyptian economy.  Susan Postlewaite stated in 
her article in “Business Today: magazine titled “Marketers Complain of Criplling Taxes” that 
advertising has witnessed a huge growth during the past few years and this was due to the giant 
commercial campaign by Vodafone and Mobinil, were millions of pounds are spent each year, and 
this translates into an increase in media tax revenues which goes for the government. 
 
 
An article by Niveen Wahish in El Ahram Weekly titled “Advertising Bonanza” mentioned that 
Tarek Nour, chairman of Tarek Nour Holding, and initiator of advertising in Egypt, describes advertising in 
Ramadan as "bigger than the Super Bowl." He clarifies that 120 million in the United States view the Super 
Bowl every year, while here in Egypt around 50 to 60 million watch daily for 30 days advertisement during 
Ramadan. Such huge number of audiences, makes companies spend up to 50% of the budget of annual 
advertising during this month, accordingly Nour started his TV channel “Al Qehera Wal Nas” to be viewed 
daily during the month of Ramadan only. 
On of the program of  Al-Qahera Wal Nas view old ads and invite people  to make them guess what product 
advertised. The program reminded people with advertisements which was viewed 25 years ago after Iftar. 
Since then, advertisements have come a long way, in terms of quality as well as content too.  
Wahish also added that mobile companies are at the top of the list of biggest advertising spenders 
in Egypt.  For example, last year in Ramadan, Etisalat, Egyptian third mobile phone lines, 
surprised people with a multiple celebrity advertisements; the advertisements cost LE 19 million 
and to ran it on Ramadan cost another LE 29 million.    
Wahish interviewed Etisalat Marketing and Communications Director Ahmed Lasheen.  He told her 
"Obviously, the ad cost us a lot of money to produce something of such high value. However, when you've 
reached your objective and you see how effective it has been, it is worth its cost." 
On the other hand, she interviewed the Dean of the Faculty of Mass Communication at Cairo University 
Sami Abdel-Aziz and he said about celebrities in advertising campaigns that "it accelerates awareness," but 
it is not a must that it change people purchasing behavior.  He also added that this huge amount of money 
spent by Etisalat to endorse all these celebrities may not be translated on boosting the number of their 
subscriber. However, Tarek Nour trust this type of advertisements makes viewers  "love the brand", and this 
is considered a worthwhile achievement. 
  
 
 
Chapter 4:  Research & Methodology 
4.1 Research Approach: 
 
In this section, the researcher investigates the effects of the celebrities‟ endorsements in 
advertisements on consumers purchasing intentions.  From previous studies and journals, it has 
been noticed the lack of studies that investigate celebrities‟ endorsements effects in advertisements 
in Egypt. 
 
The goals of this study are as follows: 
 
 To know whether the selection of celebrities for commercials affects the product or brand 
status and prospects. 
 To know the characteristics which make celebrities‟ endorsed in advertisements attract 
consumers to purchase brands or products. 
 Presenting whether investing huge amount of money on celebrities by big companies is 
worst or not. 
Research Questions: 
Research questions in this research were divided into categories: 
 Persuasion of Celebrities Advertisements: 
1. What type of celebrity endorsement persuades consumers on personal level to purchase 
products?  
 
2. How attractive and effective celebrity endorsement ads are to Egyptian consumers? 
 
 
 Purchasing behavior resulting from celebrities endorsement advertisements 
 
3. Is attractiveness of a celebrity enough to make consumers purchase the endorsed products? 
 
 
 
4. What type of celebrity endorsement persuades consumers on personal level to purchase 
products?  
5. What are the motivating factors when you plan to buy mobiles or cars? 
6. What are the most motivating factors when buying mobiles and cars? 
 
 
 Recall and Recognition of Celebrities Advertisements:  
 
7. Do consumers recall celebrities endorsed advertisements? 
 
 Perceptions of Celebrity Endorsement Advertisements: 
 
8.  How do consumers generally perceive celebrities‟ endorsement advertisements? 
 
 Believability of Celebrity Endorsements Advertisements: 
9. What is the effect of celebrity endorsement ads on consumers brand equity? 
 
10. Do consumers believe that the celebrities use the brand they are endorsing? 
 
11. Do consumers believe celebrities endorsing products or brands are credible? 
 
 
 Vitality of matching between celebrities and the product they endorse 
 
12. How vital is the celebrity-product match-up? 
 
13. Does the popularity of the celebrity overshadow the products or brand? 
 
 
 
 Consumes‟ stance concerning advertising companies 
 
14. What is the opinion of consumers concerning the reasons for companies to endorse 
celebrities in their advertisements? 
 
 Forms of advertisements 
 
15. What forms of advertising do consumers enjoy being exposed to? 
 
 
 
 Demographics characteristics: 
 
16. Is there a relationship between gender and purchasing intentions related to being exposed to 
celebrity endorsed advertisements? 
 
17. Is there a relationship between different age groups and purchasing intentions related to 
being exposed to celebrity endorsed advertisements? 
 
18. Is there a relationship between educational level and purchasing intentions related to being 
exposed to celebrity endorsed advertisements? 
 
19. Is there a relationship between income level and purchasing intentions related to being 
exposed to celebrity endorsed advertisements? 
 
 
4.2 Qualitative research and quantitative research: 
 
Quantitative research and qualitative research are mostly considered the two methods by which we 
gather data for research. Therefore, there are many way to differentiate between qualitative and 
quantitative researches. Quantitative research in comparison as a method is considered the one 
which prevail in the field as it gives more accurate analysis through coding, describing and counting 
events to explain why things happen, qualitative research techniques, which focus on investigating 
in much greater penetration the origins and nature of people‟s viewpoints (Easterby-Smith, et al, 
2002) and have raised its importance at the present time since 1990s (Cassell and Symon, 2004). 
 
On the other hand, Malhotra (2004:137) explained that qualitative research is an investigative and 
unstructured research methodology which depends on small samples that present comprehension, 
awareness and deep insights for the problem setting, while quantitative research try to calculate the 
data and as a rule must perform some statistical analysis. To compare both methods we can say that 
quantitative research involve questions about: how many how much, to what extent and how often, 
qualitative research focus more to find answers to questions like with: why, what, how and in which 
way. (Hancock, 2002) Also, Van Maanen (1991:9) asserts that qualitative methods is considered to 
 
 
be a range of  interpretative methods which is designed to translate, describe, decode and come to 
terms with the meaning. Qualitative techniques are instruments used in unfolding and understanding 
human experience (Neill, 20 03). Qualitative research tackles questions concerned with social 
experience and how it is created and how it is given a meaning (Denzin & Lincoln, 2000:3). 
Qualitative research is considered to be the most suitable technique when explaining and 
understanding of behavior more than detailed measurements (Carson et al, 2001).  
 
Qualitative research is a variety of methods that utilize a naturalistic and interpretive approach to its 
subject matter. (Denzin & Lincoln, 1994). Creswell (2003) suggested some characteristics, for 
example, qualitative researcher usually conduct the research at the office or home of the participants 
of importance to the research topic, which means that it takes place in a natural setting, which 
permits the researcher to know more details about the real experiences of the participant. Also, 
qualitative research makes use of different methods that are humanistic and interactive. Such kind 
of method gives the qualitative researcher to develop rapport and credibility with the participants in 
the study. In addition qualitative researcher may learn new points which may do changes and 
refinements in the research questions (Creswell, 2003). 
 
Considerably, the power and significance of qualitative approach lies in its depth and richness of 
data in which investigations are conducted and explanations are written, mostly resulting in a plenty 
of details for the reader to follow the characteristic of the situation. (Neill, 2003; & Hancock, 2002) 
In addition, Bryman (2004) uncovered another benefit of qualitative research in that it is not limited 
to codes or precise directions and guidelines about analysis and data collection. Notably, McDaniel, 
Jr and Gates (2002) illustrated a number of reasons that make qualitative research constantly 
prevalent. First, qualitative research is cheaper than quantitative research. Second, it is considered 
to be the best way to know details about in-depth reasoning and entire feelings of participants, the 
 
 
researchers get an actual and real experience with participants, and observe participants‟ reactions 
to questions and hear detailed information of participants in their own language (McDaniel, Jr and 
Gates, 2002). On the other hand, qualitative research can enhance the effectiveness of quantitative 
research. However, Silverman (2000) pointed out the disadvantage of  qualitative research 
concerning the problem of reliability, this is because even the when participants answers are tape-
recorded and written down the reliability of the interpretation differ according to what the 
researcher understood in such interviews. In other words, researcher may emphasize a point and 
dismiss another.  McDaniel, Jr and Gates (2002) also added that qualitative research is not 
representative of the populations. Also it is criticized for being too subjective and impressionistic 
(Bryman, 2004). In the meantime, quantitative researchers claim that qualitative research is 
formless and usually dependent upon the researcher‟s cleverness as there are no standard 
procedures to be pursued and the researcher is considered to be the basic instrument of data 
gathering (Bryman, 1994).  
4.3 The qualitative research which is conducted in this research is: 
In-Depth Interviews: 
In-depth Interviews were conducted with experts in the field of advertising which enriched and 
provided further information about celebrities‟ endorsement, advertising techniques and audience 
research conducted by means of advertising agencies.  Also an in-depth interview was conducted 
with the head of communication commercials in the Egyptian Company for Mobile Services 
(Mobinil). 
Such interviews reflected a real image of the nature and realities of celebrities‟ endorsements in 
Egypt, whether it is single or multiple endorsements.  It consisted of a variety of personal opinions, 
 
 
values and beliefs of experts working in this field.  It was very used as it uncovered hidden issues 
about celebrities. 
Interviews were conducted with experts in advertising and marketing field in Egypt: 
 
1.  Ms. Rajia Omar, Managing Director, & Ms. Nada Zeitoun, Client Service Manager, DDB 
Worldwide. DDB Egypt is considered to be one of the world‟s largest and most powerful 
marketing and advertising services networks.  It is known to be the world leader in 
innovative advertising and constantly the winner of Cannes "Lion" awards more than any 
other advertising agency. DDB Egypt brings together resources and international 
information with local expertise and delivers unique and influential brand experiences for 
competitive advantage.  Among DDB clients are:  Fern, Haircode, Johnson Baby, Persil 
Local, Persil Regional.  Actress Abla Kamel was among the celebrities endorsed in their 
advertisements. 
 
2. Ms. Mai Ahmed Aly, Head of Communications Commercial, the Egyptian Company for 
Mobile Services (Mobinil) 
 
Open ended questions were asked in these in-depth interviews to generate detailed responses freely.  
These in-depth interviews were extremely beneficial to collect information from leaders in charge 
of advertising agencies in Egypt. (Appendix 1)   
The general opinion of these experts about celebrity endorsement that  „it is an impressive way to 
make the brand‟s name in the minds of the consumers and influence them to purchase the brand or 
 
 
at least generate a desire in them to own it.‟ In other words, they create awareness of the brand and 
make it more recognizable.  
 
4.4 Population & Sampling: 
 
Since this study is exploring different sources and reasons leading to creating a certain image about 
celebrities‟ endorsements in advertisements, qualitative as well as quantitative methods are used to 
explore the direction and nature of such image.  A sample of the population has been chosen to 
measure the role of culture, the perception, and effects of celebrities‟ advertisements, using in depth 
interviews and surveys.  The following section will emphasize the demographic constitution of the 
Egyptian population.  It will be followed by a description of the qualitative method and an analysis 
of the survey sample.   
 
Egyptian Population: 
According to the 2011 census, the Egyptian population worldwide has reached about 82,079,636.  
On the other hand, as stated in the latest statistics of Egyptian population that illiterates presents 
about 16.806.657 million people (29.33%), those who can read and write with no educational 
degree are 7.114.499 million people (24.92 %), higher school represent (3.2 %) and universities 
degree and above represent about (9.56 %). 
It is important to know the Egyptian conditions through these statistics,   accordingly, due to the 
difficulty to survey the whole population because of limited time and resources, the research has 
been conducted using a smaller sample, chosen from different ages, educational level, residential 
areas and socioeconomic level to represent a wide range of the Egyptian population living in Egypt 
and outside Egypt. 
 
 
 
4.5 Survey Sample: 
Surveys can create a useful information and consistent information from a large number of people 
within a short period of time.  A questionnaire was distributed and 355 respondents completed this 
questionnaire. 
Participants whom were selected to be surveyed based on random stratified sampling, a probability 
sample, as it is regarded to be more representative to the population.  According to Wimmer & 
Dominick (2003) it is a sample which is drawn from “a homogeneous subset of the population”.  
The sample was divided according to gender, age and residential area (as an indicator of socio-
economic status) 
 
4.6 Pilot Study: 
To test the questionnaire, it was filled out by 15 respondents from the population.  Some 
modifications were made to the scales and questions used after testing their comprehension and 
reliability by the respondents. 
 
4.7 Questionnaire Design: 
Due to the nature of the sample chosen, the questionnaire was translated from English to Arabic by 
a professional translator to insure accurate translation. 
 
The questionnaire was composed of close-ended questions except for some of them, which asked 
about respondents‟ opinion or residence to give room for all possible answers.  It started with a 
filter questions asking respondents the amount of time spent with media and then about whether 
they remember the last time they watched celebrities‟ endorsements advertisements.   
 
 
 
The rest of the questionnaire was composed of statements of measuring respondents‟ perception and 
recall of celebrities‟ endorsements ads and whether this affect their purchasing intentions with 5 
points likert scale as respondents can indicate their level of agreement with each statement along the 
scale.  Other questions were added to ask about respondents‟ purchasing intentions, and their 
opinion concerning companies who endorse celebrities in their ads.  The questionnaire also includes 
demographic questions. 
 
4.8 Statistical Techniques: 
A number of statistical techniques were utilized when attempting to explore the research questions.  
They include reliability measures to determine the reliability of the scales, summary statistics to 
calculate the mean and standard deviations of variables, correlations (cross-tabulations) and 
parametric statistics (T-tests and ANOVA) 
  
 
 
 
4.9 Sample Description: 
 
The sample, included 355 respondents, divided into 223 females (72 %) and 84 males (27.4 %) as 
48 were missing. 
 
 
Table: 4.9.1 Sample Classification According to Gender: 
 
Gender Frequency Percent 
Male 84 27.4 
Female 223 72.6 
Total 307 100 
Missing 48   
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The age of respondents varied as follows (see table 3.4.2): 18 to 24 (n= 39, 12.7%), 25 to 31 (n= 70, 
22.7%), 32 to 38 (n= 75, 24.4%) and more than 38 (n= 118, 38.3%).  
 
 
Table: 4.9.2 Sample Classification According to Age: 
 
 
 
Age in years Frequency Percent 
Less than 18 6 1.9 
18 – 24 39 12.7 
25 – 31 70 22.7 
32 – 38 75 24.4 
More than 38 118 38.3 
Total 308 100.0 
System 47   
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The majority of respondents were of high and moderate educational level, bachelor degree holders 
(n=126, 40.9%) and Masters degree holders (n=111, 36.0%)  
Table: 4.9.3 Sample Classification According to Educational level: 
 
 
Education level Frequency Percent order 
Bachelor degree 126 40.9 1 
Masters degree 111 36.0 2 
Ph.D. degree 49 15.9 3 
University student 15 4.9 4 
Less than high school diploma 5 1.6 5 
High school diploma 2 0.6 6 
Total 308 100.0  
System 47   
 
 
 
  
 Q7-5
41
36
16
5
2 1
B
achelor degree
M
asters degree
P
h.D
. degree
U
niversity student
Less than high school diplom
a
H
igh school diplom
a
Education level
0
10
20
30
40
50
P
e
rc
e
n
t
 
 
Table: 4.9.4 Sample Classification According to income: 
 
The level of respondents‟ monthly income range between 1,000 to under 6,000 (n=90 to n=92, 29% 
to 30%), the highest percent came from respondents whom their monthly income are 6,000 or more 
(n=109, 35.4%)  
Monthly income Frequency Percent 
Less than LE 1,000 17 5.5 
1,000 - Under LE 3,000  92 29.9 
3,000 - Under LE 6,000 90 29.2 
LE 6,000 - More 109 35.4 
Total 308 100.0 
Missing 47   
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Table: 4.9.5 Sample Classification According to residential areas and income categories: 
 
 
Categories Number of 
respondents 
Major Residential areas 
Mostly High 
income 
76 Zamalek (15), Abroad (13), New Cairo (12), Rehab 
(8), Downtown Cairo (6) 
Relatively High & 
Medium income 
169 Heliopolis (47), Cairo (33), Giza (29), Nasr City (28), 
Mohandeseen (13), UK (2) 
Mostly Medium 
income 
61 Maadi (34), 6 October (7), Helwan (3), Jordon (1) 
Low income 2 Alexandria (1), Beni Suef (1) 
Total 308  
Missing 47  
 
 
Residential areas Number of respondents 
Greater Cairo   268 
Lower Egypt     20 
Upper Egypt       4 
Arab countries       5 
Africa        2 
Asia         1 
Europe             4 
USA        4 
Total    308 
According to table 4.4.5, some of the responses came from Egyptian living in different countries of 
the world.  Some responses came from Arab countries such as Jordan, Saudi Arabia, some others 
from Western countries such as Europe, and USA.   Most of respondents were part of families with 
average income from (LE1,000 to under 6,000/month) (n=169, 55%) followed by high income from 
(LE6,000 or more) (n=76, 24%) 
  
 
 
Table: 4.9.6 Amount of time spent with different types of media:   
In terms of the amount dedicated for media, results showed that the majority dedicated the highest 
amount of time to the Internet 10 hours or more (1.9%), in addition, the television got the highest 
percentage of time (1 to 4 hrs) (n=191, 54.1%) and the Internet (1 40 4 hrs) (n=165, 47.1%). 
 
   
Hours 
Frequency(%) 
Television Radio Newspaper Magazine Internet Total 
Zero 
17 
(4.8%) 
118 
(33.5%) 
85 
(24.1%) 
198 
(58.4%) 
2 
(0.6%) 
420 
(24%) 
Under 1 hr 
107 
(30.3%) 
168 
(47.7%) 
216 
(61.2%) 
123 
(36.3%) 
27 
(7.7%) 
641 
(36.7%) 
1 to 4 hrs 
191 
(54.1%) 
58 
(16.5%) 
48 
(13.6%) 
16 
(4.7%) 
165 
(47.1%) 
478 
(27.4%) 
4 to 7 hrs 
31 
(8.8%) 
5 
(1.4%) 
3 
(0.8%) 
2 
(0.6%) 
89 
(25.4%) 
130 
(7.4%) 
7 to 10 hrs 
5 
(1.4%) 
2 
(0.6%) 
1 
(0.3%) 
0 
36 
(10.3%) 
44 
(2.5%) 
10 hrs more 
2 
(0.6%) 
1 
(0.3%) 
0 0 
31 
(8.9%) 
34 
(1.9%) 
Total 
353 
(100%) 
352 
(100%) 
353 
(100%) 
339 
(100%) 
350 
(100%) 
1747 
(100%) 
Missing 2 3 2 16 5 28 
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Results: 
 
RQ1:  Do consumers recall celebrities endorsed advertisements? 
 
Table: 4.9.7.a Recall of the Last Time Exposed to Celebrities Endorsed Advertisements: 
 
The highest percent of respondents recall the last time they have been exposed to celebrities ads 
(n=195, 54.9%), but on the other hand, still the percent of people who do not recall celebrities 
endorsement advertisements are still high (n=160, 45%). 
 
 
Remember Frequency % 
Yes 195 54.9 
No 160 45.1 
Total 355 100 
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Another scale in the survey for the recognition and recall of brands, which gave positive results, as 
respondents agreed that celebrities endorsed advertisements make them recognize and recall brands 
(n=156, 44%)   
Table: 4.9.7.b 
Q1-4. The presence of celebrities in advertising help you recognize and recall brands more 
promptly: 
 
Agreement Frequency Percent 
1- Strongly Disagree 14 3.9 
2- Disagree 25 7.0 
3- Neutral 77 21.7 
4- Agree 156 43.9 
5- Strongly Agree 83 23.4 
Total 355 100 
Mean  3.76 
SD 0.519 
Based on : 1= strongly Disagree, 2= Disagree, 3= Neutral, 
 4= Agree, 5= Strongly Agree 
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RQ2 
 
How do consumers generally perceive celebrities’ endorsement advertisements? 
 
Perception of Celebrities Advertisements:  
 
In order to be able to explore respondents‟ different perceptions of celebrities‟ endorsements in 
advertisements, a Likert Scale was conducted to calculate the level of agreement with each quality 
assigned.  It was deducted out of this table that attractiveness got the highest percentages (n=105, 
30 %), and effectiveness (n=69, 20%) (p=0.9503 indicating no significant difference) (Table 4.9.8). 
 
 
Table 4.9.8 
 
Agreement 
Frequency (%) 
Good Effective Attractive Positive Believable Essential Total 
1- Strongly 
Disagree 
29 
(8.3%) 
26 
(7.3%) 
34 
(9.7%) 
25 
(7.2%) 
65 
(18.6%) 
96 
(27.3%) 
275 
(13.1%) 
2- Disagree 
44 
(12.6%) 
56 
(15.8%) 
47 
(13.4%) 
54 
(15.4%) 
78 
(22.3%) 
56 
(15.9%) 
335 
(15.9%) 
3- Neutral 
134 
(38.3%) 
107 
(30.1%) 
74 
(21.1%) 
144 
(41.3%) 
104 
(29.7%) 
95 
(27.0%) 
658 
(31.2%) 
4- Agree 
74 
(21.1%) 
97 
(27.3%) 
91 
(25.9%) 
77 
(22.1%) 
61 
(17.4%) 
55 
(15.6%) 
455 
(21.6%) 
5- Strongly Agree 
69 
(19.7%) 
69 
(19.4%) 
105 
(29.9%) 
49 
(14.0%) 
42 
(12.0%) 
50 
(14.2%) 
384 
(18.2%) 
Total 
350 
(100%) 
355 
(100%) 
351 
(100%) 
349 
(100%) 
350 
(100%) 
352 
(100%) 
2107 
(100%) 
Missing 5 0 4 6 5 3 23 
Mean  3.31 3.35 3.53 3.20 2.82 2.74 3.16 
SD 0.468 0.448 0.570 0.462 0.266 0.239  
(p=0.9503 indicating no significant differences between the distribution of agreement levels in  the 
endorsement of celebrities 
Based on : 1= strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree 
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RQ3: 
 
How attractive and effective celebrity endorsement ads are to Egyptian consumers? 
 
In order to investigate this research problem, a scale was conducted in order to calculate the 
effectiveness of celebrity endorsement ads.  Accordingly, ads which were addressing higher market 
(e.g. Adel Imam ads, Mona Zaki and Ahmed Helmy ads) and lower market (Abla Kamel and Ragaa 
El Gedawy ads) were included.  As in Table 3.4.8 most people from both market indicated the 
attractiveness and effectiveness of these ads.  For higher market such as Adel Imam (Vodafone) 
((n=85, 27%), Ahmed Helmy & Mona Zaki (Optra Car) (n=130, 41%) and Yousra, Mohamed 
Mounir, Donia Ghanem, Ahmed Ezz (Itisalat) (n=208, 65%).  On the other hand, lower market such 
as Abla Kamel (Persil) (n=91, 29%) and Ragaa El Gedawy (Fairy) (n=44, 14%).  The overall 
perception was generally positive (see table 4.9.9) 
 
Table 4.9.9 
Celebrities 
  
Frequency(%) of effectiveness 
Did not watch Not effective Average Effective Total 
Abla Kamel (Persil) 
25 
(7.9%) 
75 
(23.6%) 
127 
(39.9%) 
91 
(28.6%) 
318 
(100%) 
Ragaa El Gedawy (Fairy) 
33 
(10.4%) 
115 
(36.2%) 
126 
(39.6%) 
44 
(13.8%) 
318 
(100%) 
Yasmin Abdel-Aziz 
(Mobinil) 
65 
(20.7%) 
69 
(22.0%) 
109 
(34.7%) 
71 
(22.6%) 
314 
(100%) 
Adel Imam (Vodafone) 
49 
(15.5%) 
95 
(30.0%) 
88 
(27.8%) 
85 
(26.8%) 
317 
(100%) 
Tamer Hosny (Police 
Sunglasses) 
117 
(37.1%) 
109 
(34.8%) 
67 
(21.3%) 
22 
(7.0%) 
315 
(100%) 
Ahmed Helmy & Mona 
Zaki (Optra Car) 
24 
(7.6%) 
52 
(16.4%) 
111 
(35.0%) 
130 
(41.0%) 
317 
(100%) 
Yousra, Mohamed 
Mounir, Donia Ghanem, 
Ahmed Ezz (Etisalat) 
31 
(9.7%) 
19 
(6.0%) 
61 
(19.1%) 
208 
(65.2%) 
319 
(100%) 
Total 
344 
(15.5%) 
534 
(24.1%) 
689 
(31.1%) 
651 
(29.4%) 
2218 
(100%) 
 
 
 
 
  
 Q3-2
8
10
21
16
37
8
10
24
36
22
30
35
16
6
40
40
35
28
21
35
19
29
14
23
27
7
41
65
Abla Kam el (Persil)
Ragaa El Gedaw y (Fairy)
Yasm in Abdel-Aziz (Mobinil)
Adel Im am  (Vodafone)
Tam er Hosny (Police Sunglasses)
Ahm ed Helm y & Mona (Optra Car)
Yousra, Mounir, Donia, Ezz (Itisalat)
0% 20% 40% 60% 80% 100%
Percent
No w atch Not effective Average Effective
Celebrities
 
 
RQ4: 
What is the effect of celebrity endorsement ads on consumers brand equity? 
In order to explore this research question, a question was asked in the survey about whether people 
believe that the products being advertised by celebrities are of good quality.  The majority of 
respondents were neutral about this statement (n=148, 47%), on the other hand, the amount of agree 
responses (n=68, 22%) were equal to disagree ones (n=69, 22%) (see table 4.9.10). 
Table 4.9.10: 
Agreement Frequency Percent 
1- Strongly Disagree 21 6.6 
2- Disagree 69 21.8 
3- Neutral 148 46.8 
4- Agree 68 21.5 
5- Strongly Agree 10 3.2 
Total 316 100 
Missing 39   
Mean  2.93   
SD 0.305   
Based on : 1= strongly Disagree, 2= Disagree, 3= Neutral, 
 4= Agree, 5= Strongly Agree 
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RQ5: 
Do consumers believe that the celebrities use the brand they are endorsing? 
The majority of respondents disagreed with this statement (n=116, 37%).  Which means that the 
overall believe is negative (M score=2.45) (see table 4.9.11). 
Table 4.9.11 
Agreement Frequency Percent 
1- Strongly Disagree 62 19.6 
2- Disagree 116 36.6 
3- Neutral 85 26.8 
4- Agree 42 13.2 
5- Strongly Agree 12 3.8 
Total 317 100 
Missing 38  
Mean  2.45  
SD 0.084  
@ Based on : 1= strongly Disagree, 2= Disagree, 3= Neutral, 
 4= Agree, 5= Strongly Agree 
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RQ6: 
Do consumers believe celebrities endorsing products or brands are credible? 
Another statement was included in the survey: If the information about the brand is coming from a 
reliable source (celebrity) makes you more likely want to buy/use a product.  Most respondents 
were neutral about this statement (n=104,  32%), but the agreement with this statement were also 
high percentage (n=86, 27%).  This illustrates that if the celebrity endorsed in an ad, perceived by 
consumers to be reliable, people will be more willing to purchase the product/brand (see table 
4.9.12). 
Table 4.9.12 
Agreement Frequency Percent 
1- Strongly Disagree 32 10.0 
2- Disagree 66 20.6 
3- Neutral 104 32.4 
4- Agree 86 26.8 
5- Strongly Agree 33 10.3 
Total 321 100 
Missing 34   
Mean  3.07   
SD 0.163   
@ Based on : 1= strongly Disagree, 2= Disagree, 3= Neutral, 
 4= Agree, 5= Strongly Agree 
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RQ7: 
How vital is the celebrity-product match-up? 
In order to study this question, a statement of agreement in the survey about whether there should 
be something in common between the product/brand and the celebrity personality (for example, 
Abla Kamel and Persil; Ahmed Ezz and Chevorlet Curze; Hend Sabri and Garnier hair color, etc.).  
(M score= 3.98).  The overall responses of celebrity-product match-up are positive (see table 
4.9.13). 
Table 4.9.13 
Agreement Frequency Percent 
1- Strongly Disagree 3 0.9 
2- Disagree 23 7.0 
3- Neutral 58 17.6 
4- Agree 141 42.7 
5- Strongly Agree 105 31.8 
Total 330 100 
Missing 25   
Mean  3.98  
SD 0.647 
@ Based on : 1= strongly Disagree, 2= Disagree, 3= Neutral, 
 4= Agree, 5= Strongly Agree 
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RQ8 
Is attractiveness of a celebrity enough to make consumers purchase the endorsed products? 
To explore this question more than one question was included in the survey to find out whether 
being fond or attracted to a celebrity encourage respondents to purchase products, and what 
characteristics a celebrity should have to affect people.  In table 4.9.14 we can realize that most 
respondents agreed on this statement (M score=3.67).  Which means that attractiveness has a 
positive impact on brand value but not purchasing intentions (n=152, 47.4%). 
Table 4.9.14 
Q4-1. Celebrity attractiveness has a direct and important impact on brand value 
Agreement Frequency Percent 
1- Strongly Disagree 12 3.7 
2- Disagree 31 9.7 
3- Neutral 67 20.9 
4- Agree 152 47.4 
5- Strongly Agree 59 18.4 
Total 321 100.0 
Missing 34  
Mean  3.67  
SD 0.542  
@ Based on : 1= strongly Disagree, 2= Disagree, 3= Neutral, 
 4= Agree, 5= Strongly Agree 
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Another question to explore being fond of a celebrity and its effect on purchasing intentions, 
resulted in disagreeing with the statement (M score=2.34), a negative impact on purchasing 
intentions (n=121, 38%). 
Table 4.9.15 
Q4-2. Being fond with a celebrity in enough for you to purchase celebrity endorsed product.  
Agreement Frequency Percent 
1- Strongly Disagree 66 20.6 
2- Disagree 121 37.7 
3- Neutral 74 23.1 
4- Agree 50 15.6 
5- Strongly Agree 10 3.1 
Total 321 100.0 
Missing 34  
Mean  2.43  
SD 0.08  
@ Based on : 1= strongly Disagree, 2= Disagree, 3= Neutral, 
 4= Agree, 5= Strongly Agree 
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To be precise about consumers real opinion about the characteristics which the celebrity endorsing 
products should have to impact them to purchase the products, a multiple choice question, were 
respondents can check more than one answer and add their own ones.  The majority of respondents 
gave credibility the highest percent (n=230, 25%), followed by trustworthiness (n=182, 20%) and 
respect (n=169, 18%), and the least percent for physical attractiveness (n=122, 13%) and expertise 
(n=46, 5%)  (see table 4.9.16) 
Q2-2. In your opinion, what characteristics should the celebrity endorsers have in order to 
attract consumers to purchase the brand/product: (You can check more than one answer)  
Table 4.9.16 
    
Characteristic Frequency Percent order 
Credibility 230 25.0 1 
Trustworthiness 182 19.8 2 
Respect 169 18.4 3 
Similarity to Target Audience 144 15.7 4 
Physical Attractiveness 122 13.3 5 
Expertise 46 5.0 6 
Other** 27 2.9 7 
Total 920* 100.0  
* Multiple choices 
Other include responses include, having to see them using the product, materials, belief in the 
product, intelligent idea, charisma, to be a man of vision toward the society, and honest. 
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RQ9 
Does the popularity of the celebrity overshadow the products or brand? 
In order to investigate this research question a scale was conducted and it illustrated that 
respondents sometimes focus on the celebrity and give no attention to the product (M score=3.79), 
(n=168, 53%) (see table 4.9.17) 
Q5-2. Sometimes the popularity of the celebrity overshadows the product/brand: 
Table 4.9.17 
Agreement Frequency Percent 
1- Strongly Disagree 5 1.6 
2- Disagree 31 9.8 
3- Neutral 51 16.1 
4- Agree 168 53.0 
5- Strongly Agree 62 19.6 
Total 317 100 
Missing 38  
Mean  3.79  
SD 0.712  
Based on : 1= strongly Disagree, 2= Disagree, 3= Neutral, 
 4= Agree, 5= Strongly Agree 
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RQ10 
What is the opinion of consumers concerning the reasons for companies to endorse celebrities 
in their advertisements? 
More than one scale was conducted to know respondents opinion, the first one illustrates that 
companies are doing this to increase sales and revenues (M score 4.38), respondent strongly agreed 
on this statement (n=148, 47%) (See table 4.9.18) 
 Q5-3. Companies invest large amounts of money for using celebrities in their 
advertisements because they are sure that it will increase sales and revenue.  
Table 4.9.18 
Agreement Frequency Percent 
1- Strongly Disagree 0 0 
2- Disagree 3 0.9 
3- Neutral 23 7.3 
4- Agree 143 45.1 
5- Strongly Agree 148 46.7 
Total 317 100 
Missing 38   
Mean  4.38   
SD 1.23   
Based on : 1= strongly Disagree, 2= Disagree, 3= Neutral, 
 4= Agree, 5= Strongly Agree 
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Another scale conducted to investigate whether the selection of celebrities for commercials have an 
effect on this product status and prospects and it indicated from the responses that people agree with 
the statement (M score: 3.85) (n=170, 52%) (see table 4.9.19) 
Q2-1. The Selection of stars and celebrities for commercials and their relevance to the 
advertised item affect this product status and prospects: 
Table 4.9.19 
Agreement Frequency Percent 
1- Strongly Disagree 10 3.0 
2- Disagree 17 5.2 
3- Neutral 59 17.9 
4- Agree 170 51.5 
5- Strongly Agree 74 22.4 
Total 330 100 
Missing 25  
Mean  3.85 
SD 0.709 
Based on : 1= strongly Disagree, 2= Disagree, 3= Neutral, 
 4= Agree, 5= Strongly Agree 
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One more scale was conducted to check people opinion on the reasons for companies to pay huge 
amount of money for celebrities‟ endorsement and it revealed that 33% for recognition and 
awareness and 32% to increase sales and profit (see table 4.9.20). 
Q6-2. What do you think is the reason for companies to choose celebrity endorsement for 
promoting their products? (You can choose more than one answer) 
Table 4.9.20: 
Reason Frequency % order 
For easy recognition and awareness of 
products/brands 
 
213 32.8 1 
To be able to increase sales and profit 206 31.7 2 
To compete strongly with their 
counterparts 
 
161 24.8 3 
They can't create better ideas 70 10.8 4 
Total 650* 100   
* Multiple choice 
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RQ11: 
What forms of advertising do consumers enjoy being exposed to? 
Frequency analysis of different types of advertisements which respondents enjoy being exposed to 
the most, the majority of respondents revealed that humorous advertisements is the most enjoyable 
one (n=155, 50%), while on the other hand celebrity endorsed advertisements got the least (n=12, 
4%) (See table 4.9.21) 
Q7-2. What form of advertising do you enjoy being exposed to? 
Table 4.9.21 
Form of advertising Frequency Percent order 
Humorous Advertisements 155 50.3 1 
Musical Advertisements 47 15.3 2 
Fast-paced Advertisements 37 12.0 3 
Advertisements which include babies, 
animals, etc. 
 
30 
 
9.7 4 
Cartoon Advertisements 27 8.8 5 
Celebrities Endorsed Advertisements 12 3.9 6 
Total 308 100.0   
Missing 47     
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RQ12: 
Does the appearance of celebrities in advertisements encourage consumers to purchase the 
product? 
Statements of agreement were conducted to investigate respondents‟ opinion.  The majority were 
neutral about this statements (n=141, 44%), while there were no significant difference between 
respondents who agreed (n=62, 19%), and who disagreed (n=64, 20%) (M score=2.84) (see table 
4.9.22) 
Q3-1. The presence of celebrities in an advertisement encourages you to purchase the 
product 
Table 4.9.22 
Agreement Frequency Percent 
1- Strongly Disagree 41 12.7 
2- Disagree 64 19.8 
3- Neutral 141 43.5 
4- Agree 62 19.1 
5- Strongly Agree 16 4.9 
Total 324 100 
Missing 31  
Mean  2.84  
SD 0.228  
@ Based on : 1= strongly Disagree, 2= Disagree, 3= Neutral, 
 4= Agree, 5= Strongly Agree 
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RQ13: 
What type of celebrity endorsement persuades consumers on personal level to purchase 
products? 
Frequency analysis was conducted were respondents can choose from a list of different types of 
celebrities.  It revealed that respondents are persuaded more by actors and movie stars (n=130, 
26%), while on the other hand, most respondents did not choose any of the list (see table 4.9.23).  
Also, some others included authors and writers, and some believed that it depends on the products 
itself (n=43, 8.4%). 
 Q6-3. What type of celebrity endorsement persuades you personally to purchase products?  
Table 4.9.23 
Celebrity endorsement Frequency % order 
Actors/movie stars 130 25.5 1 
Singers/music stars 76 14.9 2 
Athletes 63 12.4 3 
Famous Businessmen 61 12.0 4 
Politicians 25 4.9 5 
None of the above 111 21.8  
Others 43 8.4  
Total 509* 100   
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RQ14: 
What is the most persuasive factor when consumers purchase a product? 
More than one type of product were indicated to investigate respondents opinion on the most 
persuasive factor when purchasing  motor vehicle, clothes and food products were included.  Chi 
square were calculated (p=0.0001) indicating significant differences between the distribution of 
persuasive factors when purchasing a product (see table 4.9.24). Responses revealed that 36% is 
persuaded by celebrities when buying a motor vehicle, while the highest percentage 41% for clothes 
and 56% for food products persuaded by the quality factor. 
Q7-1. What is the most persuasive factor to purchase the following products?  
Table 4.9.24 
Products 
Brand 
name 
 
Celebrity Quality Cost 
Package 
/Options Total 
Motor vehicle 182(18.9%) 348(36.2%) 193(20.1%) 146(15.2%) 93(9.7%) 962(100%) 
Clothes 132(24.7%) 30(5.6%) 221(41.3%) 136(25.4%) 16(3.0%) 535(100%) 
Food Products 65(13.7%) 12(2.5%) 267(56.2%) 81(17.1%) 50(10.5%) 475(100%) 
Total 379(19.2%) 390(19.8%) 681(34.5%) 363(18.4%) 159(8.1%) 1972(100%) 
Chi square 74.4**   
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RQ15: 
What are the most motivating factors when buying mobiles and cars? 
A frequency table was conducted; it revealed that options and specifications are the most motivating 
factors when buying a mobile or a car (n=191, 60%), on contrast that the factor of celebrities 
endorsing such products was the least (n=2, 1%).  This illustrates that consumers in general are not 
motivated by celebrities (See table 4.9.25). 
Q6-4. What are the motivating factors when you plan to buy mobiles or cars? 
Table 4.9.25 
Motivating Factors Frequency Percent order 
Option and specifications 191 60.4 1 
Discounts and offers 59 18.7 2 
Lower prices 33 10.4 3 
Latest models and trends 31 9.8 4 
Celebrity endorsing the product 2 0.6 5 
Total 316 100   
Missing 39     
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Table 4.9.26 
Mean average rating of Gender Cross tabulation with variables agreements: 
 
Variables 
Mean average rating of 
gender 
 + SD 
 
t 
 
p 
Male Female 
1-4. The presence of celebrities in advertising help you recognize and recall brands more promptly: 3.61 
+0.75 
3.87 
+0.76 
0.551 0.6110 
2-1. The Selection of stars and celebrities for commercials and their relevance to the advertised item affect 
this product status and prospects: 
3.81 
+0.92 
3.90 
+0.85 
0.156 0.8836 
2-3. There should be something in common between the product/brand and the celebrity personality (for 
example, Abla Kamel and Persil; Ahmed Ezz and Chevorlet Curze; Hend Sabri and Garnier hair color, etc.) 
3.75 
+0.75 
4.11 
+0.88 
0.690 0.5281 
3-1. The presence of celebrities in an advertisement encourages you to purchase the product 
2.90 
+0.61 
2.81 
+0.44 
0.277 0.7955 
4-1. Celebrity attractiveness has a direct and important impact on brand value 
3.69 
+0.77 
3.68 
+0.74 
0.028 0.9790 
4-2. Being fond with a celebrity is enough for you to purchase celebrity endorsed product.  
2.56 
+0.40 
2.37 
+0.25 
0.892 0.4228 
4-3. The assurance that the information about the brand is coming from a reliable source (celebrity) makes 
you more likely want to buy/use a product 
3.14 
+0.44 
3.04 
+0.39 
0.372 0.7288 
5-1. You believe that a celebrity uses the products that he/she endorses:  
2.64 
+0.38 
2.37 
+0.27 
1.299 0.2638 
5-2. Sometimes the popularity of the celebrity overshadows the product/brand: 
3.80 
+0.76 
3.81 
+0.90 
0.027 0.9798 
5-3. Companies invest large amounts of money for using celebrities in their advertisements because they are 
sure that it will increase sales and revenue.  
4.31 
+1.06 
4.41 
+1.14 
0.141 0.8947 
6-1. You believe that the products being advertised by celebrities are of good quality:  
3.07 
+0.55 
2.88 
+0.56 
0.546 0.6141 
@ Based on : 5= Strongly Agree, 4= Agree, 3= Neutral, 2= Disagree, 1= Strongly disagree 
 
 
 
 
RQ16:  Is there a relationship between gender and purchasing intentions related to being 
exposed to celebrity endorsed advertisements? 
It is important to investigate the relationship between gender and purchasing intentions. The 
researcher looked at several variables, including whether exposure to ads featuring celebrities 
would help recognition and recall of the ads themselves, as well as the product brand. The 
researcher also looked at the effect of celebrity endorsed advertisements on product status; 
purchasing behavior; brand value; and brand quality, among other things. A series of t-tests were 
conducted to investigate statistical significance. The results are displayed in table 4.9.26. As the 
table shows, there were no significant differences between males and females regarding any of the 
statements investigated. Therefore, gender has no impact on the perception of celebrity endorsed 
advertisements or purchasing behaviors related to exposure to the ads. 
 
 
 
Table 4.9.27   
Mean average rating of Age groups Cross tabulation with variables agreements: 
 
Variables 
Mean average rating of age groups 
+ SD 
 
F 
 
p 
<18 18-24 25-31 32-38 >38 
1-4. The presence of celebrities in advertising help you recognize and recall brands more 
promptly: 
4.00 
+1.10 
4.15 
+0.97 
3.82 
+0.73 
3.67 
+0.74 
3.72 
+0.69 
0.011 0.9997 
2-1. The Selection of stars and celebrities for commercials and their relevance to the 
advertised item affect this product status and prospects: 
3.67 
+1.13 
4.03 
+0.93 
3.89 
+0.79 
3.81 
+0.97 
3.86 
+0.87 
0.004 0.9999 
3. There should be something in common between the product/brand and the celebrity 
personality (for example, Abla Kamel and Persil; Ahmed Ezz and Chevorlet Curze; 
Hend Sabri and Garnier hair color, etc.) 
3.50 
+1.12 
4.00 
+0.78 
3.86 
+0.74 
4.19 
+0.94 
3.99 
+0.83 
0.016 0.9995 
3-1. The presence of celebrities in an advertisement encourages you to purchase the 
product 
3.50 
+0.82 
2.72 
+0.55 
2.90 
+0.52 
2.79 
+0.45 
2.84 
+0.50 
0.058 0.9932 
4-1. Celebrity attractiveness has a direct and important impact on brand value 
3.17 
+0.87 
3.72 
+0.99 
3.66 
+0.67 
3.83 
+0.84 
3.62 
+0.68 
0.019 0.9992 
4-2. Being fond with a celebrity in enough for you to purchase celebrity endorsed 
product.  
3.00 
+0.35 
2.21 
+0.29 
2.50 
+0.39 
2.36 
+0.34 
2.47 
+0.29 
0.16 0.9561 
4-3. The assurance that the information about the brand is coming from a reliable source 
(celebrity) makes you more likely want to buy/use a product 
2.67 
+0.59 
2.90 
+0.34 
3.07 
+0.42 
3.17 
0.48 
3.09 
+0.39 
0.040 0.9967 
5-1. You believe that a celebrity uses the products that he/she endorses:  
2.50 
+0.33 
2.33 
+0.26 
2.46 
+0.28 
2.52 
+0.35 
2.42 
+0.31 
0.012 0.9997 
5-2. Sometimes the popularity of the celebrity overshadows the product/brand: 
4.33 
+1.24 
3.87 
+0.82 
3.76 
+0.73 
3.71 
+1.09 
3.86 
+0.83 
0.013 0.9996 
5-3. Companies invest large amounts of money for using celebrities in their 
advertisements because they are sure that it will increase sales and revenue.  
4.67 
+1.46 
4.36 
+1.10 
4.33 
+1.08 
4.49 
+1.24 
4.33 
+1.07 
0.003 0.9999 
6-1. You believe that the products being advertised by celebrities are of good quality:  
3.00 
+0.60 
2.95 
+0.52 
2.93 
+0.57 
2.97 
+0.62 
2.90 
+0.57 
0.001 0.9999 
 Based on : 5= Strongly Agree, 4= Agree, 3= Neutral, 2= Disagree, 1= Strongly disagree 
 
 
 
RQ17:  Is there a relationship between age and purchasing intentions related to being exposed 
to celebrity endorsed advertisements? 
It is important to investigate the relationship between different age groups and purchasing 
intentions. The researcher looked at several variables, including whether exposure to ads featuring 
celebrities would help recognition and recall of the ads themselves, as well as the product brand. 
The researcher also looked at the effect of celebrity endorsed advertisements on product status; 
purchasing behavior; brand value; and brand quality, among other things. A series of ANOVA were 
conducted to investigate statistical significance. The results are displayed in table 4.9.27. As the 
table shows, there were no significant differences between different age groups regarding any of the 
statements investigated. Therefore, age has no impact on the perception of celebrity endorsed 
advertisements or purchasing behaviors related to exposure to the ads. 
 
 
 
Table 4.9.28 
Mean average rating of Education level Cross tabulation with variables agreements 
 
Variables 
Mean average rating of Education level 
+ SD 
 
F 
 
p 
< H 
School 
H  
School 
Univ.  
student 
Bache-
lor 
Mast-
er 
Ph.D 
1-4. The presence of celebrities in advertising help you recognize and recall brands more 
promptly: 
4.20 
+0.92 
3.50 
+0.97 
3.67 
+0.83 
3.79 
+0.72 
3.92 
+0.79 
3.55 
+0.69 
0.020 0.9998 
2-1. The Selection of stars and celebrities for commercials and their relevance to the 
advertised item affect this product status and prospects: 
4.20 
+1.39 
4.50 
+1.24 
3.87 
+1.08 
3.87 
+0.81 
3.96 
+0.89 
3.61 
+0.94 
0.016 0.9999 
2-3. There should be something in common between the product/brand and the celebrity 
personality (for example, Abla Kamel and Persil; Ahmed Ezz and Chevorlet Curze; Hend 
Sabri and Garnier hair color, etc.) 
4.00 
+0.99 
3.50 
+1.09 
3.93 
+0.75 
3.96 
+0.79 
4.05 
+0.86 
4.02 
+0.88 
0.010 0.9999 
3-1. The presence of celebrities in an advertisement encourages you to purchase the product 
3.80 
+0.73 
4.00 
+1.15 
3.00 
+0.34 
2.92 
+0.54 
2.79 
+0.50 
2.53 
+0.50 
0.150 0.9781 
4-1. Celebrity attractiveness has a direct and important impact on brand value 
3.20 
+1.01 
4.00 
+1.15 
3.87 
+0.71 
3.75 
+0.78 
3.73 
+0.79 
3.39 
+0.63 
0.024 0.9997 
4-2. Being fond with a celebrity in enough for you to purchase celebrity endorsed product.  
3.20 
+0.52 
2.50 
+0.71 
3.00 
+0.48 
2.48 
+0.32 
2.29 
+0.31 
2.35 
+0.29 
0.131 0.9837 
4-3. The assurance that the information about the brand is coming from a reliable source 
(celebrity) makes you more likely want to buy/use a product 
2.80 
+0.62 
4.00 
+1.15 
3.07 
+0.61 
3.17 
+0.41 
2.95 
+0.37 
3.10 
+0.53 
0.080 0.9947 
5-1. You believe that a celebrity uses the products that he/she endorses:  
2.20 
+0.30 
3.00 
+0.89 
3.07 
+0.48 
2.49 
+0.25 
2.32 
+34 
2.41 
0.34 
0.112 0.9886 
5-2. Sometimes the popularity of the celebrity overshadows the product/brand: 
4.40 
+1.21 
4.00 
+1.79 
3.47 
+0.01 
3.79 
+0.88 
3.91 
+90 
3.67 
+67 
0.016 0.9999 
5-3. Companies invest large amounts of money for using celebrities in their advertisements 
because they are sure that it will increase sales and revenue.  
4.40 
+1.24 
4.50 
+1.24 
4.20 
+0.99 
4.43 
+1.16 
4.41 
+1.16 
 
4.22 
+1.10 
0.002 0.9999 
6-1. You believe that the products being advertised by celebrities are of good quality:  
2.80 
+0.54 
3.50 
+0.97 
3.00 
+0.62 
2.98 
+0.57 
2.94 
+0.67 
2.78 
+0.36 
0.033 0.9994 
Based on : 5= Strongly Agree, 4= Agree, 3= Neutral, 2= Disagree, 1= Strongly disagree 
 
 
RQ18:  Is there a relationship between educational levels and purchasing intentions related to 
being exposed to celebrity endorsed advertisements? 
It is important to investigate the relationship between different educational levels and purchasing 
intentions. The researcher looked at several variables, including whether exposure to ads featuring 
celebrities would help recognition and recall of the ads themselves, as well as the product brand. 
The researcher also looked at the effect of celebrity endorsed advertisements on product status; 
purchasing behavior; brand value; and brand quality, among other things. A series of ANOVA were 
conducted to investigate statistical significance. The results are displayed in table 4.9.28. As the 
table shows, there were no significant differences between different educational levels regarding 
any of the statements investigated. Therefore, level of education has no impact on the perception of 
celebrity endorsed advertisements or purchasing behaviors related to exposure to the ads. 
  
 
 
Table 4.9.29 
Mean average rating of Monthly income Cross tabulation with variables agreements 
 
Variables 
Mean average rating of monthly 
income+ SD 
 
F 
 
p 
<1000 1-3000 3-6000 >6000 
1-4. The presence of celebrities in advertising help you recognize and recall brands more 
promptly: 
4.0 
+1.07 
3.8 
+0.71 
3.8 
+0.74 
3.7 
+0.73 
0.004 0.9996 
2-1. The Selection of stars and celebrities for commercials and their relevance to the advertised 
item affect this product status and prospects: 
3.9 
+0.89 
3.8 
+0.81 
3.9 
+0.93 
3.9 
+0.86 
0.001 0.9999 
2-3. There should be something in common between the product/brand and the celebrity 
personality (for example, Abla Kamel and Persil; Ahmed Ezz and Chevorlet Curze; Hend Sabri 
and Garnier hair color, etc.) 
3.6 
+0.83 
3.9 
+0.75 
4.1 
+0.89 
4.0 
+0.92 
0.010 0.9986 
3-1. The presence of celebrities in an advertisement encourages you to purchase the product 
2.8 
+0.59 
2.8 
+0.46 
2.9 
+0.44 
2.8 
+0.58 
0.001 0.9999 
4-1. Celebrity attractiveness has a direct and important impact on brand value 
3.8 
+0.86 
3.7 
+0.85 
3.7 
+0.68 
3.7 
+0.74 
0.001 0.9999 
4-2. Being fond with a celebrity in enough for you to purchase celebrity endorsed product.  
2.7 
+0.49 
2.5 
+0.37 
2.5 
+0.25 
2.3 
+0.27 
0.037 0.9901 
4-3. The assurance that the information about the brand is coming from a reliable source 
(celebrity) makes you more likely want to buy/use a product 
2.8 
+0.52 
3.2 
+0.44 
3.1 
+0.35 
3.0 
+0.47 
0.019 0.9963 
5-1. You believe that a celebrity uses the products that he/she endorses:  
2.7 
+0.31 
2.5 
+0.34 
2.5 
+0.25 
2.3 
+0.34 
0.052 0.9838 
5-2. Sometimes the popularity of the celebrity overshadows the product/brand: 
3.6 
+1.06 
3.8 
+0.80 
3.9 
+1.02 
3.8 
+0.76 
0.003 0.9998 
5-3. Companies invest large amounts of money for using celebrities in their advertisements 
because they are sure that it will increase sales and revenue.  
4.5 
+1.39 
4.4 
+1.16 
4.4 
+1.11 
8.3 
+1.08 
0.001 0.9999 
6-1. You believe that the products being advertised by celebrities are of good quality:  
3.2 
+0.75 
2.9 
+0.46 
2.9 
+0.66 
2.9 
+0.56 
0.008 0.9990 
@ Based on : 5= Strongly Agree, 4= Agree, 3= Neutral, 2= Disagree, 1= Strongly disagree 
 
 
RQ19:  Is there a relationship between income levels and purchasing intentions related to 
being exposed to celebrity endorsed advertisements? 
It is important to investigate the relationship between income levels and purchasing intentions. The 
researcher looked at several variables, including whether exposure to ads featuring celebrities 
would help recognition and recall of the ads themselves, as well as the product brand. The 
researcher also looked at the effect of celebrity endorsed advertisements on product status; 
purchasing behavior; brand value; and brand quality, among other things. A series of ANOVA were 
conducted to investigate statistical significance. The results are displayed in table 4.9.29. As the 
table shows, there were no significant differences between different incomes levels regarding any of 
the statements investigated. Therefore, income has no impact on the perception of celebrity 
endorsed advertisements or purchasing behaviors related to exposure to the ads. 
 
  
 
 
Chapter 5:  Discussion 
 
5.1  CONCLUSIONS AND SUGGESTIONS: 
 
 
Despite the contradictory outcomes found in the literature on celebrities‟ endorsement in advertising, this 
research showed that Egyptian consumers were positive about many aspects of this issue in advertising 
strategy. It is obvious from the findings that Egyptian consumers liked the attractiveness of the 
advertisements that endorse celebrities. The results also revealed that there should be something common 
between the celebrities and the endorsed products in advertisements. Respondents believe that it is very 
important to match up between both the celebrity character and the brand, and the celebrity character and the 
targeted audience.  However, the majority of responses did not seem to believe that such kinds of 
advertisements are convincing enough, in reality, to influence their brand choice behavior. Still, 19% of 
respondents admitted that the presence of celebrities in an advertisement encourages them to purchase 
the product and almost 44% were neutral on this matter (see table 4.9.22).  One possible justification 
behind this result could be the design of the advertising message or the portrayal of celebrities was believable 
enough to convince and appeal to the Egyptian consumers. On the other hand, the choice of celebrities to 
endorse the product was not matching with consumers‟ expectations. In both ways, this result requires 
reconsideration to the way celebrities were exposed and chosen in advertising within the context of the 
Egyptian culture.   
Also, the research conducted by Abdulla &Keenan (2009) which revealed that featuring a celebrity in 
advertisements would not encourage consumers to purchase the product indicates that there should be a call 
for better understanding of Egyptian consumer behavior, probably through market research, as this may 
guide advertising agencies to a more suitable and convincing form of celebrity endorsement advertising in 
Egypt.   
 
 
 
It would be beneficial that Egyptian advertising specialists in the industry take into consideration consumer 
culture to maximize the benefits of using celebrities in advertising.  Research in the West showed that the 
effectiveness of celebrities must be assessed against five essential attributes which is called 
'TEARS' model created by Terence Shimp (2003) which are: Trustworthiness, Expertise, 
Attractiveness, Respect, and Similarity.  In the Egyptian context, respondents gave credibility the 
highest percent of responses (25%), then trustworthiness with (20%), and the least percentage for 
expertise attribute (5%) and attractiveness (13%) (See table 4.9.16).  This study showed that 
celebrities‟ attractiveness may add to the brand or product value as 47% agreed with this variable 
(see table 4.9.14).  This result contradicts with TEARS model which proved through the Western 
context that expertises attribute (such as sports athletes) and attractiveness (physical, character and 
life style) are essential qualities and play an important role in influencing consumers purchasing 
behavior. 
 
Research evidence revealed that the presence of celebrity endorsers had a positive impact on 
product buying behavior (for example, Goldsmith, Lafferty, and Newell, 2000; Mathur, Mathur, and 
Rangan, 1997, Ohanian, 1990). In the Egyptian context results showed that the presence of 
celebrities in advertisements does not really affect their purchasing behavior as 44% were neutral 
and 19% agreed on this variable (see table 4.9.22). 
 
Another study in the West showed that people of all ages imitate and follow the behaviors and 
appearance of media celebrities they admired (Hoffner and Cantor, 1991). The study revealed that 
people who are fond of a celebrity does not really imitate or follow the product he or she is 
endorsing, as 38% disagreed with this variable and only 15% agreed (See table 4.9.15). 
 
 
 
This study showed that there is a relationship between the Egyptian culture and purchasing behavior 
resulting from being exposed to celebrities‟ endorsements advertisements.  Advertising plays an 
important role in the Egyptian economy as companies are initiating all possible procedures to 
motivate people to purchase through influential advertising campaign.  All advertising experts in 
Egypt, for example Tarek Nour, acknowledge that the use of celebrities and superstars results in 
great awareness, publicity and attention to the brand or product.   Moreover, research conducted 
here in Egypt by marketing experts such as Mai Aly, the head of communication commercials in the 
Egyptian Company for Mobile Services (Mobinil), and Rajia Omar, Managing Director, DDB 
Worldwide, showed that consumers have a high level of message recall for brands and products that 
are endorsed by celebrities and that celebrities bring a positive image to a specific brand among the 
masses of other brands.  Both of these experts also asserted that the significance of celebrity 
endorsers, however, does not lie in the fact that they are endorsed by firms who wish to increase 
profits, but how these celebrities will add value to this company and product or brand (Personal 
interviews, see appendix 1 for more information). 
 
Some western research such as Shimp (2003) illustrated that stars appeal differently to various 
demographic segments (age, gender, class, geography etc.).  Results in this Egyptian study showed 
that by calculation of responses coming from different demographics that there is no significant 
difference related to demographic segments such as gender, age, income and level of education.  
For example, when relating gender to stars appeal, attractiveness and fondness, the mean score for 
male (M = 2.56) while for female (M= 2.37), (p=0.4228) (see table 4.9.26) indicating no significant 
difference between both gender.  On the other hand, when relating other demographic segments 
such as different age groups, level of income and level of education to stars appeal (see table 4.9.27, 
 
 
4.9.28 &4.9.29) (p=0.9) which is higher than 0.05 indication no significant differences between 
both variables. 
To conclude, the Egyptian context is different from the Western context in their assessment to 
celebrities‟ endorsement advertisements.  In Egypt, people do love and imitate movie stars and 
singers but they do not really believe that they are credible when endorsing products and brands.   
The only factors that motivate them to purchase different kind of brands and products are their 
options and specifications (See table 4.9.25).  In addition, humorous advertisements are the most 
enjoyable type of ads (See table 4.9.21). 
5.2 Limitations of the Study: 
 There was a shortage of references and research studies conducted in Egypt that document 
advertising.  The majority of the literature review is based on western studies in USA, Asia, 
India and Jordan.  
 The study focused on general behaviors, attitudes and perceptions of consumers, but did not 
get in depth to study the role of culture in shaping such behaviors, attitudes and perceptions. 
 There is a lack of theoretical backgrounds which discuss celebrities‟ endorsement 
advertisements. 
 The lack of studies on Egyptian commercials which examine consumers purchasing 
behavior made it difficult to compare the current study findings with previous ones.  
5.3 Recommendations for future research: 
 The current study findings suggest that advertising specialists and makers are recommended 
to improve the perception of the role of celebrities in advertising in Egypt.  Marketing 
agencies need to investigate and understand to what extent Egyptian consumers‟ trust what 
celebrities say about brands and products, and to take into consideration the perceived 
 
 
credibility of endorsement.  Also, celebrity advertisements effectiveness need to be explored 
within the context of the Egyptian culture.  Certainly, such kinds of research may improve 
advertising effectiveness, and increase the profits and revenues of Egyptian advertisers.  
 
 The issue of celebrity endorsement in media advertising must be explored within the context 
of the Egyptian culture.  For example, research needs to examine celebrities‟ credibility 
from the customer‟s point of view and find out how consumers position celebrities in their 
mind. 
 
 Also, future research may explore the ideal celebrity characteristics that best match up with 
the products and the consumers as this will make celebrities more convincing to the 
Egyptian consumer. 
 
 
 
 
 
  
 
 
Appendix 1 
In-depth Interviews: 
1. DDB Worldwide (Advertising Agency)  
Ms. Nada Zeitoun, Client Service Manager,. DDB Egypt is considered to be one of the world‟s 
largest and most powerful marketing and advertising services networks, indicated the importance of 
celebrity endorsements in Egypt, “We choose a certain celebrity character which will suit the brand.  
We also make sure that this celebrity has certain characteristics such as likeability, trustworthy and 
most important credibility”.  She also added “We have chosen Abla Kamel for Persil as she can 
reach both consumer classes (low and high), it is impossible to endorse Laila Elwey for detergent 
ads as she will not match up with the product”.   
 
Ms. Zeitoun also added that the agency conducted a survey among different classes and categories 
of Egyptian consumers and they found out that “Abla Kamel” is the best shot for such 
advertisement. 
 
Ms. Zeitoun admitted that the outcome of advertisements such as Etisalat Ads, Vodafone Ads, etc. 
is measured according to the objective of the company itself.  She added that the main objective 
does not have to be to increase revenues, but it can be to reach different categories, ages, classes of 
people, to gain popularity or to attract people emotionally through the use of celebrities. 
 
Ms. Zeitoun also asserted that the use of super stars fulfill the communication objectives in a shorter 
way.  For example, Etisalat ad in Ramadan was addressing different categories such as endorsing 
Ahmed Ezz to attract young girls, Mohamed Mounir to attract all ages, Donia Samir Ghanem to 
attract teenages, in addition to Yousra who attract both high and middle class categories. 
 
On the other hand, Ms. Zeitoun believed celebrities‟ scandals can cause problems and affect the 
endorsed brand negatively, for example, the scandal of actor “Ahmed El Feshawy.  She also added 
that after January 25
th
 revolution, Tamer Hosney and Adel Imam lost their credibility as they were 
considered the supporters to the former regime, as a result, Pepsi and Vodafone stopped dealing 
with them. 
 
2. Mobinil, the Egyptian Company for Mobile Services 
Ms. Mai Ahmed Aly, Head of Communications Commercial, said that “There are good and bad side 
to use a celebrity in advertisements”.  She explained that they choose celebrities according to the 
 
 
brand character, then they focus on language, style, color, etc.  She also added that they have to 
specify the target audience whom they want their message to be communicated to. 
She said “we have chosen the well known singer Hakim as he can address middle and low classes 
consumers, and he proved to be effective for a period of time”. 
Ms. Aly also added that they conducted a survey to figure out whether “Ahmed Adaweya” who is 
one of the popular singers in Egypt, is suitable to be endorsed in their ads and he proved to be the 
right celebrity to address all classes in Egypt. 
When asking her about Etisalat ad she said “Etisalat created a platform for themselves to position 
themselves as the top telecommunication company in Egypt by endorsing top celebrities, their ad 
will have a long term effect and people will expect a better and more effective ad next time”, which 
from her point of view will be difficult to achieve.  She said “Etisalat fulfilled its objectives through 
this advertisement.” 
She also added that a celebrity is the one who transmit the message (the carrier), while purchasing 
intension differs according to many things other than the celebrity.   
Ms. Aly believe that celebrity endorsement create a very high level of awareness of the brand but it 
is not a must that consumers get motivated to purchase, especially if the product is expensive. 
Finally, Ms Aly recommended that companies should invest with the right celebrity.  She added that 
they should stick to their brand character, and do not go beyond and imitate other ads. 
 
  
 
 
 
Appendix 2 
Questionnaire 
 This survey is designed for research and academic purposes to investigate how far celebrities 
who appear in advertisements can influence people’s purchasing behavior.  This investigation is 
part of the requirements to obtain a degree of Masters of Arts.  The questionnaire is completely 
anonymous and voluntary.  It takes you 3-5 minutes to complete it.  Thank you for your 
cooperation. 
1.  How many hours do you spend watching/listening/reading the following media per day?: 
Type of 
media 
Zero Under 1 hrs 1 to 
Under 4 
hrs 
4 to 
under 7 
hrs 
7 to 
under 10 
hrs 
10 hrs or more 
Television       
Radio       
Newspaper       
Magazine       
Internet       
 
 
2. Do you remember the last time you have been exposed to a celebrity endorsed 
advertisement?  
 
 Yes 
 No 
 
3. What do you think of celebrities endorsing products in general? (Please circle the number 
which best describes you opinion: (ex: 1= very unfavorable, 5= very favorable) 
 
Agreement Good Effective Attractive Positive Believable Essential 
1- Strongly Disagree       
2- Disagree       
3- Neutral       
4- Agree       
5- Strongly Agree       
 
 
 
 
 
 
4. The presence of celebrities in advertisements help you recognize and recall brands more 
promptly: 
 Strongly Agree   
 Agree   
 Undecided   
 Disagree   
 Strongly Disagree 
 
5. The selection of stars and celebrities for commercials and their relevance to the advertised 
item affect this product status and prospects: 
 Strongly Agree   
 Agree   
 Undecided   
 Disagree   
 Strongly Disagree 
 
6. In your opinion what characteristics should celebrity endorsers should have in order to 
attract consumers to purchase the brand/product: (You can check more than one) 
 
 Credibility 
 Physical Attractiveness 
 Similarity to target audience 
 Expertise 
 Respect 
 Trustworthiness 
 Others (please specify)------------------------ 
 
7. There should be something in common between the product/brand and the celebrity 
personality (for example, Abla Kamel and Persil; Ahmed Ezz and Chevorlet Curze; Hend 
Sabri and Garnier hair color, etc.) 
 Strongly Agree   
 Agree   
 Undecided   
 Disagree   
 Strongly Disagree 
 
 
8. The presence of celebrities in an advertisement encourages me to purchase the product. 
 Strongly Agree   
 Agree   
 Undecided   
 Disagree   
 Strongly Disagree 
 
 
 
9. Please rate the following celebrities in terms of how effective the advertisement were:- 
 
Celebrities 
 
Did not 
watch Not effective Average Effective 
Abla Kamel (Persil)     
Ragaa El Gedawy (Fairy)     
Yasmin Abdel-Aziz (Mobinil)     
Adel Imam (Vodafone)     
Tamer Hosny (Police Sunglasses)     
Ahmed Helmy & Mona Zaki (Optra 
Car)     
Yousra, Mohamed Mounir, Donia 
Ghanem, Ahmed Ezz (Itisalat)     
 
 
10. Celebrity attractiveness has a direct and important impact on brand value. 
 Strongly Agree   
 Agree   
 Undecided   
 Disagree   
 Strongly Disagree 
 
11. Being fond with a celebrity is enough for you to purchase celebrity endorsed product. 
 Strongly Agree   
 Agree   
 Undecided   
 Disagree   
 Strongly Disagree 
 
12. The assurance that the information about the brand is coming from a reliable source 
(celebrity) makes you more likely to buy/use a product 
 Strongly Agree   
 Agree   
 Undecided   
 Disagree   
 Strongly Disagree 
 
 
 
 
13. I believe that a celebrity uses the products he/she endorses. 
 Strongly Agree   
 Agree   
 Undecided   
 Disagree   
 Strongly Disagree 
 
14. Sometimes the popularity of the celebrity overshadows the product/brand. 
 Strongly Agree   
 Agree   
 Undecided   
 Disagree   
 Strongly Disagree 
 
15.  Companies invest large amounts of money for using celebrities in their advertisements 
because they are sure that it will increase their revenue. 
 Strongly Agree   
 Agree   
 Undecided   
 Disagree   
 Strongly Disagree 
 
16. I believe products specifically advertised by the celebrities are of good quality. 
 Strongly Agree   
 Agree   
 Undecided   
 Disagree   
 Strongly Disagree 
 
17. What do you think is the reason for the companies to choose celebrity endorsement for 
promoting their products? 
 
 For easy recognition and awareness of products/brands 
 For memory of the ad and product 
 They can‟t generate better ideas 
 To be able to increase sales and profit 
 To compete strongly with their counterparts 
 
18.  What type of celebrity endorsement persuades you personally to purchase products? (You 
can choose more than one) 
 
 Actors/movie stars 
 Singers/music stars 
 Famous Businessmen 
 
 
 Athletes  
 Politicians 
 None of the above 
 Others (please specify):______________ 
 
19. What are the motivating factors when you plan to buy mobiles or cars?  
 
 Discounts and offers 
 Lower prices  
 Option and specifications 
 Latest models and trends 
 Celebrity endorsing the product 
 
20.  What is the most persuading factor to purchase the following products? 
 
Products 
Brand name  
Celebrity Quality Cost 
Package 
/Options 
Motor vehicle      
Clothes      
Food Products      
 
21.  What form of advertising do you enjoy being exposed to? 
(Please check only one option) 
 Humorous Advertisements 
 Fast-paced Advertisements 
 Celebrities endorsed Advertisements 
 Advertisements which include babies, animals, etc. 
 Cartoon Advertisements 
 Musical Advertisements 
 
22.  What form of advertising do you consider the most irritating? 
(Please check only one option) 
 Humorous Advertisements 
 Fast-paced Advertisements 
 Celebrities endorsed Advertisements 
 Advertisements which include babies, animals, etc. 
 Cartoon Advertisements 
 Musical Advertisements 
 
Please Indicate: 
 
23.  Your gender: 
 Female 
 
 
 Male 
 
 
24.  Your age 
 Less than 18  
 18 – 24 
 25 – 31 
 32 – 38 
 Above 38 
 
25.  Your educational level: 
 
 Bachelor degree 
 Masters degree 
 Ph.D. degree 
 University student 
 Less than high school diploma 
 High school diploma 
 
 
26. Where do you live?  (Indicate the name of the area) 
 
……………………………………………………… 
 
 
27. Your household monthly income: 
Less than LE1,000 
LE1,000 – Under LE3,000 
LE3,000 – Under LE6,000 
LE6,000 - More 
 
Thank you  
  
 
 
 3 xidneppA
 اعزج١بْ
 
 اٌّشب٘١ش اٌز٠ٓ ٠ظٙشْٚ فٟ الإػلأبدِٓ لذسح ٍزحمك إٌٝ ٌرٙذف ٘زٖ اٌذساعخ ٌلأغشاض اٌجحض١خ ٚالأوبد٠ّ١خ 
جضء ِٓ ِزغٍجبد اٌحصٛي ػٍٝ دسجخ  الاعزج١بْ٘زا . ٍٕبطأّٔبط اٌغٍٛن اٌششائٟ ٌػٍٝ اٌزأص١ش فٟ  اٌزجبس٠خ
. دلبئك 5إٌٝ  3ًِء الاعزج١بْ ٠غزغشق ِٓ . روش أعّبء اٌّشبسو١ُٓ ز٠ رغٛػٟ ٚلا الاعزج١بْ. ٢داةِبجغز١ش ا
  .شىشا ٌزؼبٚٔىُ
 
  :٠ِٛ١ًبلشاءح ٚعبئً الإػلاَ /  إٌٝ الاعزّبع/ ِشب٘ذح  فٟوُ عبػخ رمض١ٙب . 1
 
ٔٛع ٚع١ٍخ 
 الإػلاَ
ِٓ 1 إٌٝ 4  ألً ِٓ عبػخ صفش
 عبػبد
ِٓ 4 إٌٝ 7 
 عبػبد
ِٓ 7 إٌٝ 11 
 عبػبد
أوضش ِٓ 11 
 عبػبد
       اٌزٍ١فض٠ْٛ
       اٌشاد٠ٛ
       اٌصحف
       اٌّجلاد
       الإٔزشٔذ
 
 
 اٌّشب٘١ش ؟عبٌؼذ ف١ٙب إػلأب ٠مذِٗ أحذ  ً٘ رزوش آخش ِشح .1
 
 ٔؼُ• 
 لا• 
 
 
 
 
 
 
 
ؼجش ٠شجٝ ٚضغ دائشح حٛي اٌشلُ اٌزٞ ٠(إٌّزجبد ثشىً ػبَ؟  اٌز٠ٓ ٠شػْٛ ِب سأ٠ه فٟ اٌّشب٘١ش. 3
 ) ِؤ٠ذ رّبِب= 5،  ِؤ٠ذ ٔٙبئ١بغ١ش =  1: ِضلا : (ػٓ سأ٠ه
 
  :ثشىً أعشع ٚرزوش٘ب اٌؼلاِبد اٌزجبس٠خػٍٝ غبػذن ػٍٝ اٌزؼشف ٠ٚجٛد اٌّشب٘١ش فٟ الإػلأبد . 4
 
 أٚافك ثشذح• 
 أٚافك• 
 ِحب٠ذ• 
 لا أٚافك• 
 لا أٚافك ثشذح• 
 
 
ِٓ اٌز٠ٓ ٠ظٙشْٚ فٟ الإػلأبد اٌزجبس٠خ  اٌّشب٘١شأْ ٠زّزغ ثٙب  ِب ٟ٘ اٌخصبئص اٌزٟ ٠ٕجغٟ ،فٟ سأ٠ه. 5
 )صفخأوضش ِٓ اخز١بس ٠ّىٕه : (إٌّزج/ أجً جزة اٌّغزٍٙى١ٓ ٌششاء اٌؼلاِخ اٌزجبس٠خ 
 اٌّصذال١خ• 
 جبرث١خ ثذٔ١خ• 
 زٙذفاٌجّٙٛس اٌّغِغ زشبثٗ اٌ• 
 اٌخجشح• 
 حزشاَالا• 
 اٌجذاسح ثبٌضمخ• 
أهر أساسي 
 بشكل عام
 
 إيجابي تصديققابل لل
 
 التقين جيد هؤثر جذاب
 لا أٚافك ثشذح      
 لا أٚافك      
 هحايد      
 اوافق      
 اوافق بشدة      
 
 
 --------------------------):اسجٛ اٌزحذ٠ذ(اخشٜ • 
 
 
 ٗٚآفبل٠ؤصش ػٍٝ ٚضغ اٌ َُّٕزج  ٚاسرجبعُٙ ثبٌَّٕزج اٌ ُّؼٍٓ ػٕٗاخز١بس إٌجَٛ ٚاٌّشب٘١ش ٌلإػلأبد . 6
 : ١خاٌّغزمجٍ
 
 أٚافك ثشذح• 
 أٚافك• 
 ِحب٠ذ• 
 لا أٚافك• 
 لا أٚافك ثشذح• 
 
 
اٌزٞ ٠مذَ  سٛاٌّشٙاٌشخص شخص١خ ث١ٓ ٚ اٌؼلاِخ اٌزجبس٠خ/ ج شٟء ِشزشن ث١ٓ إٌَّزلاثذ ِٓ ٚجٛد . 7
صجغخ شؼش صجشٞ ٕٚ٘ذ  ش١فشٌٚ١ٗ وشٚص،أحّذ ػض ٚ ،ػجٍخ وبًِ ٚثشع١ً :ػٍٝ عج١ً اٌّضبي( الإػلاْ
 .)غبسٔ١١ٗ، اٌخ
 
 أٚافك ثشذح• 
 أٚافك• 
 ِحب٠ذ• 
 لا أٚافك• 
 لا أٚافك ثشذح• 
 
 
 :شجؼه ػٍٝ ششاء إٌّزج٠فٟ إػلاْ اٌّشب٘١ش  ظٙٛس. 8
 
 أٚافك ثشذح• 
 أٚافك• 
 ِحب٠ذ• 
 أٚافك لا• 
 لا أٚافك ثشذح• 
 
 
 
 :ِٓ ح١ش ِذٜ فؼبٌ١خ الإػلاْ ١ٓاٌّشب٘١ش اٌزبٌ١رم١١ُ ٠شجٝ . 9
 
اٌؼلاِخ / إٌّزج 
 اٌزجبس٠خ
 اٌشخص١خ اٌّشٙٛسح
صش
ِؤ
ظ 
ع
زٛ
ِ
 
صش
ِؤ
ش 
غ١
 
ذ 
ب٘
ش
ُ ا
ٌ
ْ
لا
ػ
لأ
ا
 
     ػجٍخ وبًِ ثشع١ً
     سجبء اٌجذاٚٞ ف١شٞ
     ٠بعّ١ٓ ػجذ اٌؼض٠ض ِٛث١ٕ١ً
     إِبَػبدي  فٛدافْٛ
ٔظبساد ثٌٛ١ظ 
 اٌشّغ١خ
     ربِش حغٕٟ
     أحّذ حٍّٟ ِٕٚٝ صوٟ ع١بساد أٚثزشا
٠غشا ِٚحّذ ِٕ١ش ٚدٔ١ب عّ١ش غبُٔ ٚأحّذ ػض  إرصبلاد
 ٕٚ٘ذ صجشٞ ٚػضد أثٛ ػٛف
    
 
 
 
 :ُِٚٙ ػٍٝ ل١ّخ اٌؼلاِخ اٌزجبس٠خرأص١ش ِجبشش  باٌّشب٘١ش ٌٙ جبرث١خ. 11
 
 أٚافك ثشذح• 
 أٚافك• 
 ِحب٠ذ• 
 لا أٚافك• 
 لا أٚافك ثشذح• 
 
 :ٌجؼٍه رشزشٞ إٌّزج اٌزٞ رؼٍٓ ػٕٗ ٠ىفٟوٛٔه ِغشَ ثبٌشخص١خ اٌشٙ١شح . 11
  
 ك ثشذحأٚاف• 
 
 
 أٚافك• 
 ِحب٠ذ• 
 لا أٚافك• 
 لا أٚافك ثشذح• 
 
ض٠ذ ِٓ احزّبي ٠) اٌّشب٘١ش(أْ اٌّؼٍِٛبد حٛي اٌؼلاِخ اٌزجبس٠خ لبدِخ ِٓ ِصذس ِٛصٛق الاعّئٕبْ إٌٝ . 11
 :ّٕزجٌٍ هاعزخذاِ/  ئهششا
 
 أٚافك ثشذح• 
 أٚافك• 
 ِحب٠ذ• 
 لا أٚافك• 
 لا أٚافك ثشذح• 
 
 :اٌزٟ ٠ؼٍْٕٛ ػٕٙبإٌّزجبد  ْٛأػزمذ أْ اٌّشب٘١ش ٠غزخذِ. 31
 
 أٚافك ثشذح• 
 أٚافك• 
 ِحب٠ذ• 
 لا أٚافك• 
 لا أٚافك ثشذح• 
 
 :ِجبٌغ ف١ٗ اٌؼلاِخ اٌزجبس٠خ/ ؼً الإػلاْ ػٓ إٌّزج اٌشخص١خ اٌشٙ١شح رجأشؼش أح١بٔب أْ شؼج١خ . 41
 
 أٚافك ثشذح• 
 أٚافك• 
 ِحب٠ذ• 
 لا أٚافك• 
 لا أٚافك ثشذح• 
 
 ٠ض٠ذ ِٓ ٌزأوذ٘ب ِٓ أٗ عٛف  رغزضّش اٌششوبد ِجبٌغ وج١شح ِٓ اٌّبي لاعزخذاَ اٌّشب٘١ش فٟ إػلأبرٙب. 51
 :ػبئذارٙب الإجّبٌ١خ
 
 أٚافك ثشذح• 
 
 
 أٚافك• 
 ِحب٠ذ• 
 لا أٚافك• 
 لا أٚافك ثشذح• 
 
 :رىْٛ جٛدرٙب ػبٌ١خ ػٍٝ ٚجٗ اٌزحذ٠ذ اٌزٟ ٠ؼٍٓ ػٕٙب اٌّشب٘١ش إٌّزجبد أْ أػزمذ. 61
 
 أٚافك ثشذح• 
 أٚافك• 
 ِحب٠ذ• 
 لا أٚافك• 
 لا أٚافك ثشذح• 
 
 ؟ ، ِب ٘ٛ عجت اخز١بس اٌششوبد ٌٍّشب٘١ش ٌلإػلاْ ػٓ ِٕزجبرُٙسأ٠ه فٟ. 71
 
 ثغٌٙٛخإٌّزجبد /  ٍؼلاِبد اٌزجبس٠خٚأزشبس ٌ زحم١ك شٙشحٌ• 
 ززوش الأػلاْ ٚ إٌّزجٌ• 
 أفضًأفىبس مذ٠ُ ُٔٙ لا ٠غزغ١ؼْٛ رلأ• 
 د ٚالأسثبحٌض٠بدح اٌّج١ؼب• 
 ِٕبفغ١ُٙزٕبفظ ثمٛح ِغ ٌٍ• 
 
 
 
 ششاء إٌّزجبد؟ثه شخص١ب ٛٔ٠مٕؼ٘١ش أٞ ِجبي بشِ. 81
 
 ٔجَٛ اٌغ١ّٕب/ اٌّّضٍْٛ• 
 اٌّٛع١مٝ ٔجَٛ/ ْ ّٛغٕ١اٌ• 
 سجبي الأػّبيِشب٘١ش • 
 اٌش٠بض١ْٛ• 
 اٌغ١بع١ْٛ• 
 غ١ش اٌّضوٛس اػلاٖ •
 ______________ ):زحذ٠ذاٌ٠شجٝ (ْ ٚآخش• 
 
 
 
 
 خ أٚ اٌغ١بساد؟ ػٕذِب رخغظ ٌششاء اٌٙٛارف إٌمبٌٌه ِب ٟ٘ اٌؼٛاًِ اٌّحفضح . 91
 
 ؼشٚضاٌخصِٛبد ٚاٌ• 
 ألًأعؼبس • 
 اٌّٛاصفبد ٚ الأِىبٔ١بد• 
 اٌص١حبداٌّٛد٠لاد ٚ أحذس• 
 ظٙٛس اٌّشب٘١ش فٟ الإػلأبد• 
 
 
 :ٌششاء إٌّزجبد اٌزبٌ١خ بِب اٌؼبًِ الأوضش إلٕبػ. 11
 
 ؼشٚضاٌ\الأِىبٔبد
 
 اٌزىٍفخ
  
 الونتج الاعُ اٌزجبسٞ اٌّشب٘١ش اٌجٛدح
 اٌغ١بساد     
 ّلاثظاٌ     
 إٌّزجبد اٌغزائ١خ     
 
 
 ؟رفضٍٙبِب ٔٛػ١خ الإػلأبد اٌزٟ . 11
 )اٌشجبء إػغبء اخز١بس ٚاحذ(
 
 خّضحىاٌػلأبد الإ• 
 )راد الا٠مبع اٌغش٠غ(   اٌّزغبسػخػلأبد الإ• 
 اٌزٟ ٠مَٛ ثٙب اٌّشب٘١شػلأبد الإ• 
 . الإػلأبد اٌزٟ رشًّ الأعفبي ٚاٌح١ٛأبد، اٌخ• 
 ىبسرْٛاٌإػلأبد • 
 ّٛع١م١خاٌػلأبد الإ• 
 
 
 ؟الأوضش إصػبجب أٞ أشىبي الإػلأبد رؼزجشٖ. 11
 )اٌشجبء إػغبء اخز١بس ٚاحذ(
 
 
 
 خّضحىاٌػلأبد الإ• 
 اٌّزغبسػخػلأبد الإ• 
 اٌزٟ ٠مَٛ ثٙب اٌّشب٘١شػلأبد الإ• 
 . الإػلأبد اٌزٟ رشًّ الأعفبي ٚاٌح١ٛأبد، اٌخ• 
 ىبسرْٛاٌإػلأبد • 
 ّٛع١م١خاٌػلأبد الإ• 
 
 : ِب ٠ٍٟ٠شجٝ ث١بْ 
 
 :ٕٛعاٌ. 31
 
 أٔضٝ• 
 روش• 
 
 :ؼّشاٌ. 41
 
 81ألً ِٓ • 
 41حزٟ  81• 
 13حزٟ  51• 
 83حزٟ  13• 
 83فٛق • 
 
 :اٌّغزٜٛ اٌزؼٍ١ّٟ. 51
 اٌٍ١غبٔظ/دسجخ اٌجىبٌٛس٠ٛطػٍٝ حبئض • 
 حبئض ػٍٝ دسجخ اٌّبجغز١ش• 
 ذوزٛساٖحبئض ػٍٝ اٌ• 
 عبٌت جبِؼٟ• 
 دثٍَٛحبصً ػٍٝ • 
 
 )اروش اعُ إٌّغمخ(أ٠ٓ رؼ١ش؟ . 61
 
 
 
 ............................................................... 
 
 :اٌشٙشٞ ٌلأعشح ذخًاٌ. 71
 
 جٕ١ٗ 1111ألً ِٓ 
 جٕ١ٗ 1113ٚحزٝ ألً ِٓ  1111
 جٕ١ٗ 1116ٚحزٝ ألً ِٓ  1113
 أوضش أٚ جٕ١ٗ 1116
 
 شكرا لكن
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